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STARS OVER TEXAS 


Welcome to Texas, pardner. 


There will be two 
kinds of parties at the 1984 
NADA Convention. 


One is the kind every- 
one else has: big, glamor- 
ous, lots of high energy and 
entertainment. 


The other kind of 
party is ours: the biggest, 


most glamorous, most ex- 
citing party yet! 


Bring your NADA 
badge (that’s your ticket) 
and hold onto your Stetson! 
‘Cause our li’l social affair 
is gonna have you seeing 
stars! 


Don’t miss it! It’s 
gonna beas big as all Texas! 


(For more information circle #70) 


Stars Over Texas 
At the 1984 NADA Conventio® 


February 4, 1984 6:00 p.m.-9:00 P* 
Loews Anatole Hotel Chantilly Bé Te 
2201 Stemmons Freeway Dallas; 


The Specialists. 


UNIVERSAL UNDERWRITE®- 


UP 
5115 Oak Street, Kansas City, MO 64112 


And look at all Tilt-\W/heel can do... 
| 
{ 


Tilt-Wheel sells GM cars and , Tilt-Wheel builds customer 
light trucks. Lots of them. A\ satisfaction. Tilt-\Wneel is virtually 
sizes. All shapes. From luxury models trouble-free. It adds comfort, conve 1| 
to S10 pickups...from sporty models to _nience and helps people feel good about 
economy models. The easy-to-demonstrate, _ their cars and light trucks. And those satisfied 
self-selling Tilt\Wheel can help sell them all! customers buy Tilt-Wheel-equipped GM 
And is doing so in record numbers. models again—nine out of ten times 
Tilt-Wheel adds profit. It addsa profit Tilt-Wheel offers buyers a lot for 
margin while adding little to inventory the money. It's one of today’s great 
cost—and nothing to overhead—on bargains at just $110 MSRP while return 
new and used models. It can help ing up to $100 at resale, based on 
those models sell faster, too current leading used car guides 


Put Tilt-Wheel 
to work selling your new GM cars 
and light trucks. 


It does so much... 
yet costs so little. 


Is IT REAL!!! 
or IS IT [&%& 22? 


IT LOOKS KEAL 
ITS KEAL SALEABLE 
ITS KEAL PROFITABLE 


IT MUST BE EG 


Buick Riviera Cadillac Seville 
Simulated Convertible Simulated Convertible 


SEE US AT THE 
TIS BG al 
BOOTHS 455-456, | 


505-506. 


For quality aftermarket products 
that stimulate sales and increase profits: 


soe; products can increase the sales appeal 
of your inventory 


The industry leader of the restyling aftermarket 


IR&5 CLASSICS, INC. 


8909 McGaw Court 
Columbia, Maryand 21045 
Call for product information and the E&G Distributor nearest you 
800-638-7815 
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Resurgence 


For dealers, this 67th annual NADA 
convention and exposition seems a 
proper time to reflect on last year’s 
achievements; to plan and purchase 
new equipment; to seek out education 
and new techniques for increasing 
profits; and, perhaps, to just “talk shop” 
with fellow dealers from across the 
country. 

It seems, too, a time for us to reflect 
on the history of this most important 
dealer event. So, we turned our clock 
back to 1943 and the first NADA con- 
vention after the two-year hiatus 
imposed by World War II. 

Dealerships were at a low ebb then— 
hard-pressed for employees, parts 
and products. Many had gone under. 
Nonetheless, 2,300 dealers gathered 
in Detroit to hear Henry Ford II talk of 
“keeping America on wheels.” Hotel 
accommodations were in short supply 
and banquet tickets sold out early. 
Automotive rationing orders were 
being lifted and Automotive News 
wrote of the “bright, aggressive crowd 
of super salesmen at the event.” 

Ten years later, about 3,000 gathered 
in San Francisco’s Civic Auditorium 
for a show that included an equipment 
exposition, special clinics on service, 
and speeches by some 35 industry 
notables. It was 1953, and the big 
dealer issue was the need to push 
state and federal governments for 
adequate highways and parking facili- 


ties. Forecasters anticipated sales of 
more than 6 million cars—Detroit’s 
biggest year ever. And technicians and 
salespeople were in very short supply. 

In 1963, NADA gathered dealers in 
Miami Beach. The key concern was 
used-car control and shrinking dealer- 
ship profits. Ford had produced its 
60,000,000th vehicle in 60 years and 
consumer installment debt was to reach 
its highest level ever. Motor Trend 
magazine labeled the Rambler car 
of the year. 

Ten years ago, when dealers met in 
New Orleans, propane-powered cars 
and Wankle engines were big news. 
1973 had been a (then) record sales 
year for America’s big three car makers. 
The Automotive Hall of Fame began 
soliciting funds for its planned facility 
in Midland, MI. Tax-deductible retire- 
ment plans were permitted for the first 
time, and NADA’s new Truck Committee 
held its first meeting. 

Today, in Dallas, following a 
surprisingly bright 1983, dealers, 
automotive managers, exhibitors and 
salespeople throng the Dallas Con- 
vention Center. Dealers, once again, 
are seeking the resources of their 
national association to help them 
become better businesspeople. The 
67th annual NADA Convention and 
Exposition stands at the center of this 
gathering. 

It’s where we belong. C) 


_ Helping GM Dealers grow 
is what GMAC is all about. 


GMAC has a long history of offering innovative financial programs to help GM 
Dealers grow and prosper. As a matter of fact, over the last 65 years, we've helped 
GM Dealers just like you sell more than 95 million vehicles. 

You see, our business is to provide complete financial services to help you 
build a strong, thriving dealership. 


Retail Financing to help =¢ 


consumers buy your , 
cars and trucks. | 


Leasing to open new profit 
opportunities. 


> 


Wholesale Financing 
for all your floor-planning 
requirements. 
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Rental plans for cars 
and trucks. 


Capital Loans for 
acquisition and : 
expansion. iff, ont: 


COMPLETE FINANCIAL SERVICES FOR GM DEALERS 
Come visit us at the NADA Convention. We'll be at booth P. 
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Working Together 


he management team that works 

well together, works more profit- 

ably. Harry Stephens Olds Inc. in 
Bloomington, IN, has implemented the 
following idea to rekindle the “spark” in 
its department managers. One day each 
month, a department manager and as- 
sistant manager work in another depart- 
ment. As a result, managers better un- 
derstand the methods and procedures 
of other departments and, in doing so, 
better understand each other. « 


Increase Your Closing Rate 

Need an idea to increase your closing 
rate? Tim Hogarty of Ray Thomas Leas- 
ing Inc. in Cuyahoga Falls, OH, has ex- 
perienced a higher closing rate by in- 
corporating a service contract into every 
lease. The monthly cost is minimal, and 
in some cases this additional expense 
is included in the residual. The benefits 
to the customer are twofold: limited risk 
against a catastrophic mechanical 
breakdown and, in the event of a failure, 
the dealership is able to furnish the cus- 
tomer with a replacement vehicle at no 
cost. The dealership is not only more ef- 
fective in closing the customer, but ben- 
efits directly by protecting the cus- 
tomer. A happier customer means a re- 
duction in early terminations, partial 
payments and lost business. Another 
subtle, but very important factor is that 
the customer must maintain the vehicle 
in order to keep the coverage in force, 
thus returning a more marketable vehi- 
cle at disposal time. a 


Moving Obsolete Parts 

Would you like to move that obsolete in- 
ventory, those new vehicle take-offs, old 
tires and casings, those purchase spe- 
cials? Motor Truck Equipment Co. of 
Harrisburg, PA, closed a portion of its 
shop and held a “flea market.” The deal- 
ership used fliers and a phone blitz to 
advertise, tagged all parts with prices 
and spread them out on the floor, skids 
and tables. All the employees were in- 


volved in the sale and were permitted t0 
“negotiate” with the customers. The 
sale was a huge success. The atmos 
phere promoted a “buying mood;” cus 
tomers bought because the price wa 


right and the dealership disposed of 
wg 


those obsolete parts. 


A New “Franchise” 

Toyota dealer Edward Snyder of Check- 
ered Flag in Virginia Beach, VA, n° 
longer wholesales his domestic trade 
ins. He has opened a new “franchise,” 
the American Used-Car Dealership- 
Snyder purchased a closed domestic !0- 
cation where he now sells used Ameti- 
can Cars and trucks, using all of the syS 
tems and trimmings of a new-car dealer. 
In a separate building in the back, he 
simultaneously opened “The Body 
Shop,” which also serves all of the deal- 
ership’s locations and customers, and if 
has increased parts sales in all stores- 
The new “franchise” has been most suc 
cessful, with a profit every month in 
every department. s 


Training Technique 

for Service Advisors 

During discussion in his NADA 20 
Group, Jerry Bridwell of Clements Chev” 
rolet-Cadillac in Rochester, MN, com 
cluded that his dealership should be 
realizing more customer labor dollars 
per RO. As a result, he has initiated 4 
training technique for his service ad 
visors that has been used by many hotel 
and fast food chains. He decided 0 
“can” a presentation and require service 
advisors to memorize it. The presenta 
tion is composed of four modules: 
Greeting the Customer, Menu IntroduC 
tion, Service Close and Conversatio" 
Termination. Once the advisor is able t0 
give the entire presentation, he may 
then adapt the presentation to his styl¢- 
Since these simple modules have bee” 
introduced to the service advisors, the!! 
average hours per RO have dramatically 
increased. 0 
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259 East Lancaster Avenue * Wynnewood, Pennsylvania 19096 
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AW/GM Joint Study Center. The UAW and General 
Motors have announced plans for a Joint Study Center 
aimed at achieving an unprecedented union-manage- 
ment partnership in the development and manufacture of a 
new small car—GM’s Saturn project—to be built in North 
America. 

In announcing the center, UAW Vice President Donald F. 
Ephlin, who directs the union’s GM department, and Alfred S. 
Warren Jr., vice president in charge of GM’s industrial rela- 
tions staff, said that the center will be established upon the 
principle of complete union and worker involvement in all as- 
pects of manufacturing and assembly plans and processes. 

“Basically, those assigned to this innovative project will be 
exploring alternative approaches to building a new small car 
in North America that will be highly competitive in cost, qual- 
ity and customer value,” Ephlin and Warren said. = 


Curcio named Mack CEO. John B. Curcio, who became 
president and chief operating officer of Mack Trucks on July 
22, 1980, has been elected chief executive officer. Alfred W. 
Pelletier, the former chief executive officer, remains chairman 
of the board. = 


Women prefer American cars. A survey by Conde Nast Pub- 
lications reveals that 72 percent of female new-car buyers who 
were questioned purchased domestic automobiles. The 
majority of women surveyed were the primary decision-mak- 
ers in the purchase of a new car; only 30 percent reported shar- 
ing the decision to buy with someone else. The survey also 
found that women feel auto dependability to be an important 
factor, and that they place as much importance on the func- 
tional aspects of the car as on the aesthetics. = 


New Mazda wind tunnel. Mazda recently completed con- 
struction on a new $13-million wind tunnel at the company’s 
Miyoshi Proving Grounds. The tunnel’s aluminum alloy fan is 
over 26 feet in diameter. The new facility allows Mazda en- 
gineers to gather data on how to refine the company’s vehicle 
designs to optimize aerodynamics. = 


Corvette buyer facts. The Chevrolet Motor Division says its 
latest research shows that 40 percent of 1984 Corvette buyers 
have a household income exceeding $75,000 annually. Me- 
dian income of the ’84 purchaser is $67,200, a 34-percent in- 
crease over those who purchased the car’s predecessor, the 
1982 Corvette. 

Median age for the new buyer is 40, a 5-year age increase 
from the ’82 model. Three-fourths hold a white-collar job. Geo- 
graphically, the Corvette enjoys its best sales in California. 


Mitsubishi adds new dealerships. Mitsubishi Motor Sales 
of America Inc. (MMSA) has raised the number of authorized 
Mitsubishi Motors dealers to 84 with the signing of nine letters 
of intent to open new dealerships in MMSA’s 23 U.S. import 
markets, announced Robert Stallsmith, vice president and 
general manager of sales. 

The nine dealerships include five in MMSA’s Eastern Region 


8 and four in the Western Region. 


“Our line of cars and trucks has been breaking all kinds of © 


records for sales by an import distributor in its first year,” said 
Stallsmith, “and these new dealerships are a sign of the pub- 


lic’s growing acceptance and recognition of the quality vehi- 
i i 


cles that MMSA is producing.” 


Dealers rate franchisors on responsiveness to needs: — 


According to The Power Newsletter, published by J.D. Powe! 


& Associates, a majority of franchised new-car dealers rate i” _ 


dividual manufacturers’ and importers’ “responsiveness ' 
dealer needs” as very or somewhat acceptable, according to 4 
Power survey of more than 1,000 dealers, while about on 
third believe the factory’s performance is unacceptable. 
Among the domestics, Dodge and Cadillac fared the best 


with 79 percent and 68 percent of their dealers respectively ra 


ing them as acceptable. Chevrolet and AMC dealers were les$ 

happy, with about half giving an unacceptable rating—as did 

Subaru and Volkswagen dealers among the imports. 
Mercedes-Benz dealers were positive, with 69 percent rating 


the importer as acceptable and 21 percent unacceptable. The — 


highest rating among all franchises was Volvo's, with only 


percent of its dealers giving a “somewhat unacceptable” fe 


sponse with 78 percent rating them as acceptable. 


Atwood named GM executive vice president. Donald J. At 
wood has been named GM executive vice president. He su 


ceeds Reuben R. Jensen, who is retiring. Atwood also was i 


elected to the GM board of directors. 


Atwood, 59, has been vice president and group executive i | 
charge of the worldwide Truck & Bus Group since Novembe! — 
1981. His new job will include those activities plus the Powe . 


Products and Defense and Components operations. 


RVIA van conversion safety program. A van conversiO! 


safety program is being implemented by the Recreation Vehir 
cle Industry Association (RVIA). The purpose of the progral™ 


will be to assist van converters in improving overall confor 
mance to the mandatory Federal Motor Vehicle Safety Sta! 
dards (FMVSS) and to heighten consumer and dealer awa!& 
ness of these standards and the vehicle safety which they help 
provide. 6 


Turnaround in the U.S. auto industry. The turnaround i? 
the U.S. auto industry has been achieved through commitmen! 
to improved quality and better management of human '& 
sources, Ford Motor Co. Chairman Philip Caldwell said lalé 
last fall in an address at Brigham Young University where he !© 
ceived the International Executive of the Year award. It is P'© 


sented annually by the University’s School of Management “t0 — 


an outstanding executive who has demonstrated exceptional 
leadership and high moral and ethical standards.” 
“In my judgment,” Caldwell explained, “the primary caus© 


of the turnaround has been the unwavering commitment 07 — 


the part of the U.S. auto industry to manufacture better qualilY 


products and to manufacture them more efficiently. At Ford, 
much of our improvement is a direct result of the new direC — 


tions we have taken in better managing our human !© 
sources....” 5 


“The Honda Accord is far and away the best compact in the 
land, Its engine hums contentedly. Its ride is smooth and quiet. Its 
Interior is a model of good taste and expensive-looking accoutre- 
ments? (Car and Driver, May 1982) 

“In short, the Honda Accord gets my vote for best all-around 
Car under $10,000” (Washingtonian, January 1983) 

_ “From the standpoint of product value, though, Honda has 
given the new model what it takes to capture the attention of 
thoughtful buyers” (Road & Track, January 1982) 

“Tt is to Honda’ everlasting credit that the cars are such all- 
around sweethearts to drive” (Garand Driver, January 1982) 

“They are beautifully put together, very comfortable, and 
rewarding to spend time with? (Carand Driver, January 1982) 

_ “The new 4-speed automatic overdrive transmission merits 
high marks” (Moror Trend, June 1983) 

“Hard cornering is something the Accord does quite well for 
family sedan. After all, why should driving cease to be pleasure- 
just because you have a family?” (Moor Trend, January 1982) 

“The Accord is one of the best sedans of any size that money 
Can buy.” (Car and Driver, May 1982) 

An acknowledged benchmark? (Movor Trend, June 1983) 
C How do you follow a benchmark?” IN| pD]a! 

“a and Driver, January 1982) The Accord 4-Door Sedan 


F (For more information circle #3) 


ep. Gene Taylor (R-MO), chief 
sponsor of H.R. 1415, the fleet 
subsidy bill, spoke on “The Auto 
Dealer, Automaker and Public Policy” at 
the recent luncheon and annual meet- 
ing of the Automotive Trade Association 
National Capital Area (ATANCA). Flank- 
ing him in the photo (opposite) are 
Steve Horvath (right) of Tysons Toyota, 
Tysons Corner, VA, newly installed 
chairman of the board of ATANCA, and 
Frank Williams of Rockmont Chevrolet, 
Rockville, MD, ATANCA’s outgoing 
chairman. a 


“B.A.T. Mobile” Donation 

As part of its DADD (Dealers Against 
Drunk Driving) campaign, the Central 
Florida Auto Dealers Association raised 
money and donated to the Orange 
County Sheriff's Office a $14,000 base 
van to be converted into a “B.A.T. 
Mobile” (Blood Alcohol Testing Mobile 
Unit). Additional funds were raised to 
customize the van and buy the special 
equipment needed, bringing the value 
of the unit to $35,000. 

The B.A.T. Mobile enables law en- 
forcement officials to administer blood 
alcohol tests on-the-spot to drivers sus- 
pected of driving under the influence of 
alcohol. The unit is placed in strategic 
target areas around town, and has be- 
come a highly effective weapon against 
drunk drivers. Ll 


WATDA Holds Truck Seminar 

Representatives from 40 heavy truck 
dealerships and 13 allied industries at- 
tended a recent two-day truck dealer 
seminar sponsored by the Wisconsin 
Automobile and Truck Dealers Associa- 
tion (WATDA). Subjects covered in- 
cluded the National Institute of Automo- 
tive Service Excellence program, mar- 
keting trends in parts and service, title 
and registration procedures in the state, 


analysis of computer needs, and a dis- 


cussion of the short-term outlook for 
truck dealers. A special panel also an- 
swered dealers’ questions about the ad- 


10 ministration of the federal excise tax. 


The meeting was highly praised by at- 
tendees. According to WATDA, programs 
such as this are part of the reason why 
truck dealer membership in WATDA is 
at its highest level ever. a 


Nebraska Odometer Task Force 

The Nebraska New Car & Truck Dealers 
Association is working to reduce 
odometer fraud in its state. John L. Sulli- 
van, executive vice president of the as- 
sociation, recently served as vice chair- 
man of a task force which investigated 
odometer fraud. 

Testifying before the Nebraska Legis- 
lature’s Banking, Commerce and Insur- 
ance Committee, Sullivan, along with 
task force chairman Assistant Attorney 
General Ruth Anne Galter, revealed 
“that Nebraska’s consumers are being 
victimized in the used-car marketplace 
in the sum of several million dollars 
each year.” 

To cut down on odometer tampering, 
the task force proposed several reforms, 
including stiffening licensing require- 
ments for prospective dealers and creat- 
ing a network of information on all auto- 
mobiles. a 


Outstanding Citizen Award 
The Washington State Automobile Deal- 
ers Association (WSADA) has an- 


nounced that one of its members, Wally 
Rodland of Rodland Toyota, has re- 
ceived the Everett (WA) Chamber of 
Commerce’s first “Henry M. Jackson 
Outstanding Citizen Award.” Rodland 
has been in the auto industry for 50 
years, and has been active in communi- 
ty service for decades. He is a past di- 
rector of WSADA, and past president of 
the Snohomish County Automobile 
Dealers Association. sd 


SFADA Lemon Law Seminar 

More than 150 auto dealers, auto man 
ufacturer reps, consumer group mem 
bers, chamber of commerce officers 
and news media attended the South 
Florida Automobile Dealers Associa 
tion-sponsored informational seminat 
on the recently effective Florida Motor 
Vehicle Warranty Enforcement Act— 
the lemon law. 

To explain the law and its ramifica 
tions, SFADA featured as keynote 
speaker Richard A. Elbrecht, the Califor 
nia consumer activist who was instru- 
mental in getting his state to adopt the 
first of such lemon law statutes in the 
country. 


Auto Association News reports on events at the state and 
local level. Please send any items of interest to: Joa# 
Rubin, assistant editor, Automotive Executive, 9400 
Westpark Drive, McLean, VA 22102-3593. 
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Oc rage | 
disa “ng with a possible Ask the coverage for your personal 
Ster lat as well as your. business > — 


Disa H 
Sas 2220S. ‘ 
interry ler aks and business my rf O i bea ler aga eer ae PS 
amon ee lips like these are NE Sn hire 
in rsa Many we've acquired pe Our new be 
catierecsens” INSURANCE essicos: Mi 
eS 


Es like yours, They're sual rep Be 


“Pp 0a ach to e in oe 


pa < . Pm 
American Hardware Mutual “Taking the worry out of your business... 
Insurance Company Eo nt and your life.” 
PO. Box 435 @ Minneapolis, MN 55440 BEST's Rating A- Excellent 
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F&1 computer would set 
our showroom ap | 


i 


sl 


Sometimes, trying to make the Equally important, when the deal is 
showroom more profitable only makes it — cut, all data will be automatically tee 
a 


More isolated. into your accounting system, an 


Because when you start operating customer file set up in your service 

Of two computer systems — one for department. 
Sales and one for everything else — in- There’s also a full complement 
Ofmation has a tough time jumping of other profit-oriented, point-of-sale 

Mm one department to another. programs available, like Service Merchan- 
h At ADP we believe no salesman dising, Parts Invoicing and Vehicle 
Should be an island. That’s why we're Management. 
“png hundreds of dealers from Maine One more thing. 
¥ Cali omnia integrate their dealerships If going in-house sounds nice, but a 
3 Switching to the interactive ADP little rich for your blood, we have news. 

Asite systern. With our new ADP MICRO series, 


all A system where financial datafrom we can deliver the basics — Accounting, 
€partments — Sales, Service and Parts Payroll and Inventory — for less than 
~ feeds into the central shared database. you'd likely pay on-line. 

And you'll wind up with a system 
you can grow with. 

By simply adding more programs, 
more terminals. 

Not more computers. 

‘To get the whole story, arrange for a 
free, no obligation demonstration. Just 
call toll-free: (800) 547-8670. In 
Canada, call collect: se 752-0478. 
a So when sales are made anywhere A eee Sods Roncennaninie S 

€ System, everybody is updated. We'll prove a very simple point. 
Utomatically . For profits to multiply, a dealership 
ow if you're after F&I, we'llshow — doesn’t have to divide. 
me of the most sophisticated pro- 


S ever written. | g 
ge Programs designed to not only PD The computing company 
nerate sales, but higher gross profit sales. 


you SO 


The switch is on. 
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See us at NADA, Booth #762. 


aler 5. 
Vices 
'slons, 920 E Algonquin Road, Schaumburg, Illinois 60195; 1940 Eglinton Avenue E., Scarborough, Ontario MIL 2M2; Diergaardesingel 68-70, 3014 AE Rotterdam, The Netherlan 
© 1984 Automatic Data Processing, | 
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Freeing Up Appreciated Property 


ant to make a successful 

business owner mad? Ask 

why valuable appreciated 
property, such as land and buildings, 
are inside the corporation. The owner 
will usually tell you how the double tax 
makes taking the property out of the cor- 
poration too expensive. 

What's the double tax? Under normal 
circumstances, a distribution of prop- 
erty to a controlling stockholder is con- 
sidered a taxable transaction to the cor- 
poration, the same as if the corporation 
had sold the property. That’s the first 
tax. The stockholder/owner then gets 
socked with a dividend equal to the fair 
market value of the property—that’s the 
second tax. 

Is there a way out of this tax trap? Yes, 
and here’s the rule: A corporation does 
not realize a taxable gain when it distri- 
butes appreciated property to _ its 
shareholders as a dividend. For exam- 
ple, Rocko Inc. owns real estate that 
cost $12,000 but is worth $26,000. It dis- 
tributes the property to Joe, its sole 
stockholder. Rocko does not realize any 
taxable income on the distribution. Joe 
has a $26,000 dividend that is treated as 
ordinary income. However, Joe has a 
$26,000 tax basis in the property, and 
can sell it for $26,000 without realizing 
any gain. Or Joe could lease the prop- 
erty back to Rocko. 

There are two exceptions you should 
know to avoid the double tax. First, a 
corporation realizes income if it uses 
appreciated property to pay its debts. 
Therefore, do not declare a dividend 
and pay it off with appreciated property. 
Second, if the property is to be sold, the 
stockholders should make the sale after 
the distribution. Do not allow the corpo- 
ration to start any of the sale negotia- 
tions. The IRS might claim the corpora- 
tion made the sale, tax it on the gain and 
tax the stockholders on the dividend. 

Caution: This maneuver is a neat way 
to save taxes, but should not be attempt- 

14 ed without the guidance of a qualified 


A corporation does not 
realize a taxable gain 
when it distributes 
appreciated property 
to its shareholders 
as a dividend. 


tax expert. -] 


Home Business Wins 

Children’s Salary Deduction 

The perfect tax plan is to avoid paying 
tax on income—legally. An old revenue 
ruling (Revenue Ruling 72-23) points 
the way for the family business. The rul- 
ing holds that salary paid to a minor is 
taxable income to the minor and deduc- 
tible by the employer. If your minor 
child works for your business, this sets 
up the perfect tax plan: The child’s sal- 
ary is deductible from high-tax-rate in- 
come, while the child pays little or no 
taxes on his or her salary. 

The first $3,300 earned each year is 
free of any income tax. Even if the child 
earns more, the excess is taxed at very 
low rates, starting at 1] percent. Your 
child’s salary is not subject to Social Se- 
curity tax if your business is unincorpo- 
rated. 

For years, I've been encouraging my 
clients to pay their children a “reasona- 
ble salary.” Now there is a court case to 
back up this tax strategy. Here’s the 
story. 

The taxpayers hired their three chil- 
dren—aged 7, 11 and 12—to work in 
their mobile home park. The kids 
earned a total of $17,697 over three 
years for such jobs as maintaining the 
swimming pool, landscaping, cleaning 
the laundry room and minor repairs. 
The IRS disallowed 90 percent of the 
payments as a deduction. “Unreasona- 


ble,” said the IRS. “Substantial services 
were rendered,” said the judge, allow 
ing $15,547, allocating a greater deduc 
tion for the older children. Have you! 
tax professional see the Eller case (77 
TC 66-1981). 

Here’s one more tax-saving hint 
Have the child bank the money. As long 
as you continue to give the child more 
than one-half support, you are entitled 
to a $1,000 exemption on your tax T@ 
turn. In addition, the child gets anothe 
$1,000 exemption. The double exemP” 
tion is great, and earnings on the — 
banked money will accumulate quicke! 
in the child’s low bracket. 

Okay, put your kids to work. But re 
member, the key to making your dedu@ 
tion stick is documenting that the pay” 
ments were for “services actually re™ 
dered” and the amounts paid wer 
“reasonable,” that is, the same wage? — 
you would pay anyone else for the sam 
work. If you pay higher wages, youTe — 
asking for trouble. ° 


Yes, There isa 
Real Tax Shelter 
The American tax system brings !0 
gether some strange bedfellows—su@ 
cessful business people plunk dow! 
huge amounts of money after listening 
to the pitch of a total stranger. Why? Be 
cause he or she is selling a tax sheltel 
Here’s a typical pitch: “Just put UP 
$10,000. My deal gives youa 5 to 1 writ 
off, or $50,000. Since you're in a 50 pet 
cent tax bracket, you will save $25,0 
in taxes...you only put up $10,00 
...you'll be $15,000 ahead goin’ in.” MY: 
my, how the suckers buy. 
If you are interested in tax shelter> 
there are two things you should know: 
First, no matter how good the de@ 
works out as a tax shelter, if the de@! 
does not have economic substanc® 
you will be a loser in the long run. Pas? 
it. Second, the IRS is on the warpath a? 
will knock out any tax shelter that d0®° 
not comply with the tax law. You W! 


2 AD SR we: ae eA 


et =. 
onary tec eee, 80 kee 


eine lose your money, but will be 
Ot the 0) interest and penalties. Check 
Hela: * Validity of every deal with your 
$10nal advisor. 
ONG ak | examined a real-estate in- 
ant. nt concept that made economic 
Sic Aca Still offered a true tax shelter, 
wa " would stand up against IRS at- 
historic was certified rehabilitation of 
ages thi Properties. The tax law encour- 
he, My type of investment. 
the Saha reveals the tax power of 
ape A Promoter purchases an old 
Certified residential property and has it 
Bs car as historic. The property is 
Seg a condominium. In 1984 the 
ich er Sells you one unit for $76,000, 
Stigingl will rent out to a tenant. The 
($2 000 Cost of the condo was $12,000 
uil . | ing to land, $10,000 to 
10 : : The rehabilitation cost 
are aa Ow here's the tax juice: You 
cent of ok toa credit equal to 25 per- 
Means € rehabilitation cost. That 
$16,000 Can reduce your tax bill by 
Peas 5 percent of $64,000) in 1984. 
$74,099 at you can depreciate the 
elieve os | but the land) over 15 years. 
tehabilitaty, not, most certified historic 
Ais in ‘on deals will actually put 
< your pocket the first year, be- 
your 25-percent credit should ex- 
cash : ha down payment and other 
quirements—a real tax shelter. 


e : 
ay Precaution—every deal must be 
yzed Separately, O 


Cau 


This Cc 
a 
semotiy ee as an automotive exclusive for Au- 
laininn ant and atic ?y Irving Blackman, a certified public 
lick Wor, IS col rey. All comments or questions per 
&Co UMN should be mailed to: Blackman, Kal- 


"SON, LaSalle St., Chicago, IL 60601. 


— 


NOTICE: 


TO ALL DEALERS 


CIRCLE MARKETING BUYS 
BODYGUARD RUSTPROOFING 
BODYGLO SEALANT & FABRIC PROTECTOR 


Bodyguard Rustproofing Company of Cleve- 
land, Ohio, was recently purchased by Douglas 
Wilhelm, long-time Bodyguard executive, and 
Dale Investment Company, owned by Len 
Immke, successful Columbus, Ohio auto dealer, 
and R. David Thomas, Senior Chairman of the 
Board and Founder of Wendy’s restaurants. 


“We’re very excited about becoming involved 
with Bodyguard and Bodyglo,” Immke said. 
“They have an excellent reputation and we have 
every intention of continuing to offer our cus- 
tomers the best service possible.” 


Bodyguard, currently enjoying one of the best 
years in its history, will be operated by the 
newly formed company, Circle Marketing Cor- 
poration. Circle Marketing has assumed Body- 
guard and Bodyglo’s outstanding warranties 
and has provided secured funds to pay future 
claims. 


a 


> 
BODYGUARD CIRCLE MARKETING BODYGLO 
— ee iy ~~ 


4963 Schaaf Lane @ Cleveland, OH 44131 @ (216) 741-2488 
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\ ©1984 Time Inc. 


Money readers are more likely to plan 
a new car purchase in the next two years 
than the readers of any newsweekly. 


——— a ee coe 


MONEY is the essential magazine for a new 
market—and a new era. 

According to the latest Simmons, a 
higher percentage of MONEY readers plan to 
buy a new car in the next two years than the 
readers of Time, Newsweek, U.S. News and 
Sports Illustrated. 

MONEY’s 4.4 million readers* are already 
successful and enjoy the good things in 

ife—including a new car. Or cars. 

For more information, call Alan Wiber, 

| : MONEY’s Detroit Manager at 313-875-1212. 
SEN — 


| | ha 1TH ANT 


America’s Financial Advisor @,Y 


*1983 sMRB 
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WE 
PROMISED 
YOU | 
THE MOST | 
PROFITABLE | 
SERVICE | 
CONTRACT | 
IN THE 

IN DUSTRY. 


© 1984 AMERICAN WARRANTY CORPORATION 


ILLION 


M alty. For as long as five years. 
Ore But it’s really the quality of the 
: American Warranty service con- . 
= I vice tract that is the key to customer P F ofit 
loyalty. And dealer profits. 11 ~ 
e : art 
partment Other service contracts may IcIp ation 
P rofit. appear to provide greater Program. 
M coverage. Once again, that may be 
Create anufacturers’ warranties an illusion. . 
in « ustomer loyalty to dealer- Because if they don’t cover A third source of profit comes 
ay “vice departments. At resultant damage, they don’t from the monies set aside by 
 UNtil they expire sepayrtcantiy: 4 ; R American Warranty to cover 
That’ beisidrpage pies aye ut accom wate claims. The program is called Prof- 
Warranty : where the American ample, if a wheel bearing fails and a it Plus, a profit participation pro- 
3} . > ~ * > °911C1 4 ; : ic 
Over. B rvice contract takes wheel falls off, causing damage to gram for high volume dealers. 


the fender, the American Warranty 
contract would cover the fender 
repair, even though the fender isn’t 
listed for coverage. 


Y Continuing cus - 
g customer loy And the dealer earns 100% of 


the unused reserve. The balance 
less claims. It’s paid semiannually. 
And the dealer even earns invest- 
ment interest on the reserve. 


That 
1 means a happy 
! customer. And 
a happy custom- 


Sees’ greater dealer- 

. \ mS )’/ ship loyalty. 
[FaA Which in turn 

means greater profit. 


That’s our story. Dealer com- 
mitment. From three separate 
profit centers. 

It’s the result of American 
Warranty’s ability to look at the 
whole picture. And our continuing 
commitment to dealer profit in the 
decade to come. 


AMERICAN 
WARRANTY 


THE UNITED EQUITABLE CORPORATION 


PEACE 
OF MIND. 


American Warranty is wholly 
owned by United Equitable Cor- 
poration, an insurance holding 
company whose assets exceed 
$100 million. 

That's security. 

Security that is 
based on the most com- 
plete actuarial tables in 

the industry. 

And confidence. Ina 
company that has retained the 
services of Capitol Hill legislative 
advocate, Kevin Tighe. A man who 
ensures that all American Warran- 
ty service contracts comply 
with state and federal reg- 
ulations. And who 
shares his insights 

with American 

Warranty deal- 
ers throughout 
the year in The 
Washington Report. 

Peace of mind. 
It, too, is part of every 
American Warranty serv- 
ice contract. So talk to your 
general agent or one of our 
representatives today. It could 
be the beginning of a prosper- 
ous future. 


EASTERN REGION re 
American Warranty Corp.® 7390 Lincoln Avenue # Lincolnwood, Illinois 60646 «® Illinois Only (800) 942-0902 # Other States (800) 323-9" 
WESTERN REGION 


, ; : Haney fr é ; : 91 590 
American Warranty Corp. ® 9841 Airport Boulevard # Los Angeles, California 90045 ® Calif. Only (800) 262-1593 ® Other States (800) 421°? 


GET OUT OF THE GOOP & INTO THE GREEN! 
WITH RUSTCON’S RUST PROTECTION CONTRACTS. 


RUSTCON'S computer can process as many extended service contracts 
on your cars in an hour as your service department could rustproof in years. 
And at more profit to you. Now, with our extended service contract program, 
you can eliminate all the hassle and mess involved in rustproofing. With the 
stroke of a pen you can replace the goop and realize more profit than you 
ever saw when you tied up man hours and service stalls rustproofing cars. 
Our extended service contract program will cover rust perforation up to 
seven years, and is the only program of its kind in the country. This fully 
Msured program has lien holder approval and, for the first time, RUSTCON 
allows rust proofing to be a pure profit item and not a deduction from your 
gross profit! For more information and an agent in your area call our toll free 
number today: 800/552-8827 (In California) 800/854-2693 (Outside California) 


USIGON. 


RUST PROTECTION CONTRACTS : 
7290 Navajo Rd., Suite 111, San Diego CA 92119 ¢ P.O. Box 19310, San Diego, CA 92119 


(For more information circle #69) 


BEFORE YOU 


STAND BEHIND © 


A BMW PART, 


MAKE SURE 


The part on the left is a Genuine 
BMW Peart, and carries a genuine BMW 
warranty: a 12-month/12,000-mile 
limited warranty.* 

The part on the right is an imitation 
BMW part, and it too carries appropriate 
warranty coverage: none at all. 

Which of the two would you feel 
more confident about installing into a 
customer's BMW? 

If you made the obvious choice, 
you should also make the obvious 
choice about where to buy BMW parts— 
namely, from a BMW dealer. Because 


only parts ares there are pro- 


e your BMW dealer for details. © 1984 BMW of North America. The 


YOU DON'T 
STAND ALONE. 


0-MONTH/O-MILE LIMITED WARRANTY 


ected by the BMW parts warranty. 

But that's only one of the compel- 
ling reasons for making a BMW dealer 
your exclusive source for parts. 

BMW dealers also offer the widest 
selection of parts—because only 
BMW dealers obtain parts directly from 
BMW of North America. 

BMW dealers offer the fastest 
availability of parts—because only BMW 
dealers have access to three regional 
BMW distribution centers. 

And only BMW dealers sell pre- 
cisely the same parts that BMW 
obtains from ceree ee: parts 


BMW trademark and logo are 
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that are engineered to higher standards 
than similar parts built for the general 
market by the same outside Suppiet 

Making the BMW parts warranty 
an expression of BMW's confidence not 
only in its parts, but in its dealers. 

After all, BMW doesn’t stand 
behind a BMW part unless it also stands 
behind the person who sells it. 


GENUINE BMW PARTS- 


_ 


any visitors to Dallas are sur- 
prised by their first view of the 
City, with its imposing sky- 


the Prairies y lreeways rising out of 


Dallas is far 
ination, It 


from the cowboy town of 
a. IS a sophisticated, com- 
busing” headquarters to many major 
that nic and industries. Underlying 
Pendens Stication, however, is an inde- 
that ae ey and aggressive nature 
$ one ae 2 few short years, made Dal- 
See € major cities in the U.S. 

NG Tstand Dallas in particular, 
little bi Fea 8eneral, one has to know a 
Out the history of the region. 

Was ae do not realize that Texas 
1836. 2 Independent country, from 
yevten it won its independence 


> Ss 


from Mexico, to 1846, when it was an- 
nexed by the U.S.A. 

From that proud period of time, when 
the area was known as the Republic of 
Texas, arose a “Texas way of life” that 
many feel still exists today. Texans 
themselves have never been shy about 
perpetuating the myth that they and 
their state possess a special quality all 
their own. 

One can find that spirit alive today in 
Dallas, even though the city did not 
even exist when the Republic of Texas 
was formed. Dallas was founded in 
1841 by John Neely Bryan, a Tennes- 
sean who set up a trading post above a 
ford on the Trinity River. From that hum- 
ble beginning the city grew by leaps and 
bounds through its “can-do” spirit, and 


by 1890 had become the biggest city in 
Texas, with a population of 38,067. 
Today, fewer than 150 years after its 
birth, Dallas has grown to more than 
one million people and claims the title 
of leading city of the Southwest. CJ 
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SIGHTS 


allas offers a lot to keep visitors 
busy, from museums to amuse- 
ment parks to historical sites. 

@ Fair Park is a 263-acre entertain- 
ment, cultural and recreational center, 
located approximately two miles from 
downtown Dallas. Home of the annual 
State Fair of Texas and the Cotton Bowl, 
the Park also offers a number of perma- 
nent attractions, including the Dallas 
Museum of Fine Arts, Museum of Natu- 
ral History, Dallas Aquarium, The Sci- 
ence Place, Texas Hall of State 
Museum, Dallas Garden Center and the 
Music Hall. 

Other Dallas sights include: 

@ The Dallas Zoo (rated as one of 
the best in the nation). 

@ Old City Park (a living museum of 
restored 19th century buildings). 

® Union Station (beautifully re- 
stored to its 1914 grandeur, the station 
contains a visitor information center, a 
restaurant and a food hall). 

e John F. Kennedy Memorial 
Plaza (near the assassination site). 

@ Thanks-Giving Square (a 
unique 3-acre downtown park). 

@ John Neely Bryan Cabin (1841 
home of Dallas’ founder). 

@ Six Flags Over Texas (the state’s 
leading tourist attraction, the park con- 
tains over 200 acres of family entertain- 
ment). 

® Billy Bob’s Texas (located in Fort 
Worth, it is the world’s largest country 
and western nightclub). 

@ Texas Broadcast Museum (con- 
tains the world’s largest display of 
broadcast memorabilia). 

@ Texas Sports Hall of Fame (con- 
tains hands-on games and_ sports 
exhibits). 

@ Traders Village (a year-round, 
Texas-size flea market). 

@ Wax Museum of the Southwest 
(has 200 figures, special settings and a 
western gun display). 


John Neely Bryan built this cabin in the mid-19th century. It was the first house to be built 


in what is now Dallas. 


e Will Rogers’ Auditorium 
Weekly Country Music Revue (lo- 
cated in Forth Worth). 

@ Automotive Emporium (located 
at 100F Turtle Creek Village, this shop 
specializes in automotive memorabilia 
and literature). 

The Dallas area also has many parks 
and lakes, including White Rock Lake, 
which offers boating, fishing, picnick- 
ing and bicycling and jogging paths. (] 


DOINGS 


allas offers a wealth of enter- 
tainment. The culturally minded 

visitor can take in the Dallas 
Symphony Orchestra (performing at the 
State Fair Music Hall), the Dallas Opera 
(State Fair Music Hall), and the Dallas 
Ballet (Majestic Theater). Theater facili- 


ties include the State Fair Music Hall, . 
the Majestic Theater, Dallas Theatel 
Center, Dallas Repertory Theater, NeW — 
Arts Theater Co., Theater Three and the 
facilities at Southern Methodist Univer 
sity. 

Dallas also offers a diverse range of 
nightclubs and bars, offering something 
for everyone: Las Vegas-style club>: 
country and western clubs, disc 
elegant bars and jazz clubs. 7 

Sports are a big part of Dallas life; 
Home, of course, to the Dallas CoW” 
boys, the city also has profession@ 
baseball (Texas Rangers), basketball i 
(Dallas Mavericks), soccer (Dalla% 
Americans), tennis (World Champio™ 
ship tennis finals), golf (PGA Byron Nel 
son Golf Classic) and rodeo (Mesquilé 
Championship Rodeo and State Fa! — 
Rodeo). In addition, the Dallas ate@ | 
boasts a number of nationally reco# i 
nized collegiate teams. | 

For those who would rather play tha 
watch, Dallas’ year-round climate !° — 
perfect for tennis, golf, jogging, etc: ine 
addition to the many public parks, te —~ 
nis courts and golf courses, there are 3 
more than 20 private country clubs 
the county. Many Dallas hotels have full 4 
athletic club facilities, and offer ae 
ming, tennis, racquetball and gol 
privileges. 5 
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hile Texas barbecue and 
Tex-Mex” may be the area’s 
most famous and indigenous 
its wide ise is also well-known for 
the ae aha of eA. Visitors to 
feans feta, don cowboy boots and 
1g into a platter of ribs, or get 

nines and be served im- 


CUisines 


nce! 
e ' 
ite following list of restaurants, 
Y NO means complete, does in- 


Clude « ‘ 
tablj some of Dallas’ better-known es- 
Ishments. 


Barbecue 
D ickey’s, 


Sai Good, basic barbecue in a 
N-home 


Ce ~ Country atmosphere. 4610 
ane Expressway; 821-1571. 

and (t ib. Barbecued chicken, brisket 

gant <i ‘Pecialty) ribs served in ele- 
5 Bicone 5741 W. Lovers Lane: 


Son 

n weet . 

unch ¢ Bryan's. Famous, popular 
“Pot featuring no-frills, quality 


e \« € 
Cue, 2209 Inwood: 357-7120. 


Continental 


he Bay ° 
ay Tree. Gourmet food, beauti- 


fully + 
2229 Presented. The Wyndham Hotel 
i €mmons: 63] -2222 
ve : 
Saas Romantic, Austrian coun- 
rest MOsphere. 4242 Lomo Alto in 
tig Hotel; 528-6510 
e C. ' : 
Quality Pat Old World style, high- 
North of 0d. 15107 Addison Road, 
alk elt Line: 960-8686. 
Phere ‘ench bistro food and atmos- 
McKinney; 720-0297. 
d's. Quiet elegance with im- 
Prepared dishes. 2619 McKin- 
5380 


alluay 
Peccably 
Ney. 823. 
s alma, A festive [t 
Store. 1520 Gre 

A e French Room 
4 Creme” 


alian restaurant/ 
enville; 824-4500. 

. Called the “creme 
Of Dallas restaurants. Adol- 
21 Commerce: 742-8200. 


"S Hotel, 13 


Jean Claude. Popular, pleasant 
French restaurant. 2404 Cedar Springs; 
653-1823. 

La Tosca. A classy restaurant featur- 
ing fine Italian food. 7113 Inwood; 352- 
8373. 

Les Saisons. Traditional, excellent 
meals served in a turn-of-the century 
Paris atmosphere. 165 Turtle Creek Vil- 
lage, Oak Lawn at Blackburn; 528-1102. 

The Mansion. This restored 1920s 
mansion features a varied menu and of- 
fers a late-night supper. 2821 Turtle 
Creek Blvd.; 526-2121. 

Pyramid Room. A favorite of Dallas’ 
elite; posh and comfortable. Fairmont 
Hotel, Ross at Akard; 748-7258. 

Ristoranti Lombardi. Features fine 
North Italian fare. Adelstein Plaza, 
15501 North Dallas Parkway; 458-8822. 

Rolf’s. Specializes in traditional Ger- 
man cuisine. Caruth Plaza, 9100 N. Cen- 
tral Expressway; 696-1933. 


Oriental 

Plum Blossom. Beautiful decor; fea- 
tures excellent Chinese fare. Loews 
Anatole, 2201 Stemmons; 748-1200. 


Uncle Tai’s. Careful preparation of 


Hunan cuisine. 13350 Dallas Parkway, 
Galleria Suite 3370; 934-9998. 


Seafood 

Banno Brothers. Good seafood in a 
New Orleans atmosphere. 1516 Green- 
ville; 821-1321. 

Boston Sea Party. Offers a prix fixe 
dinner for the confirmed seafood lover. 
13444 Preston; 239-7061. 


ad 


% 
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Mexican 

Café Cancun. A luxurious setting, 
featuring Mexican City-style food. 
Caruth Plaza, Park Lane at Central Ex- 
pressway; 369-3712. 

Café Rincon. Features Tex-Mex as 
well as fancier offerings. 2818 Harry 
Hines; 742-4906. 

Casa Rosa. Standard Tex-Mex dishes 
plus more sophisticated fare. 165 In- 
wood Village; 350-5227. 

Javier's. A gourmet Mexican restau- 
rant. 4912 Cole; 521-4211. 

Joe T. Garcia’s. An enjoyable Tex- 
Mex restaurant, son of the famous Joe T. 
Garcia’s in Fort Worth. 4400 Belt Line; 
458-7373. 

Mario & Alberto. A popular spot with 
a fiesta atmosphere. 425 Preston Valley 
Shopping Center, LBJ Freeway at Pres- 
ton; 980-7296. 

Mercado Juarez. A Tex-Mex restau- 
rant located in the same building as a 
Mexican craft market. 1901 W. North- 
west Highway; 556-0796. 


Southern Specialties 
Brent Place. Careful research spices the 
authentic (lunch only) menu in this 108- 
year-old house, operated by the Dallas 
Heritage Society. 1717 Gano; 421-3057. 
Broussard’s. Specializes in spicy 
Cajun cuisine. 63 Richardson Heights 
Center, Belt Line at Central Expressway; 
231-9850. LJ 
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AGENDA 


Life Style Center 


The Life Style Center is located in the 
East Ballroom, B, C and D—Level 3, of 
the Dallas Convention Center. This 
year’s Life Style Center will feature a 
State Fair Midway theme, complete with 
games of skill, prizes and Texas-style 
entertainment. 

It will be open Saturday, February 4, 
from 8:30 a.m. to 2:30 p.m.; Sunday, 
February 5, from 11:30.a.m. to 5:00 p.m.; 
Monday, February 6, from 8:00 a.m. to 
5:00 p.m.; and Tuesday, February 7, 
from 8:00 to 11:00 a.m. 


Dallas City & Homes Tour: 
Sunday, February 5: 
12:30 to 3:30 p.m. 
Monday, February 6: 
9:00 a.m. to 12:30 p.m. 
1:30 to 5:00 p.m. 
Tuesday, February 7: 
1:00 to 5:00 p.m. 


Life Style Shopping Shuttle: 
Monday, February 6: 
9:00 a.m. to 5:00 p.m. 


Registration 
(East Ballroom A—Level 3): 


Friday, February 3: 
early registration, 1:30 to 5:00 p.m. 
Saturday, February 4: 
8:00 a.m. to 5:00 p.m. 
Sunday, February 5: 
9:00 a.m. to 5:00 p.m. 
Monday, February 6: 
8:00 a.m. to 5:00 p.m. 
Tuesday, February 7: 
8:00 to 11:00 a.m. 


Kilpatrick 


Linkletter 


Convention Agenda 


Saturday, February 4 


8:30 a.m. to 2:45 p.m. Exposition 


3:00 to 5:00 p.m. Formal Opening of the 67th Annual Convention 


Speaker: Secretary of Transportation Elizabeth Dole 


Allied industry and manufacturer hospitality functions 


6:00 p.m. -on 


Sunday, February5 


9:00 a.m. to 2:30 p.m. Exposition 


9:30 to 10:30 a.m. Non-denominational worship service 
Inspirational speaker: Art Linkletter 


11:00a.m. to 12:15 p.m. 
2:30 to 3:45 p.m. Three workshop sessions and make meetings 
4:00 to5:15 p.m. 


Allied industry and manufacturer hospitality functions 


6:00 p.m. - on 


Monday, February 6 


8:00 a.m. to 4:00 p.m. Exposition 


9:00 to 10:15a.m. 
11:00. a.m. to 12:15 p.m. | Four workshop sessions and make meetings 
2:00 to 3:15 p.m. 
4:00 to 5:15 p.m. 


Allied industry and manufacturer hospitality functions 


6:00 p.m. - on 


Tuesday, February 7 


8:00 to 11:00.a.m. Exposition 


9:00 to 10:15.a.m. One workshop session 


General Session 
Speaker: James J. Kilpatrick 


11:00 a.m. to 12:30 p.m. 


NADA Diamond Dinner and Reception 


7:00 p.m. -on 


SHOPPING 
a ee 


allas is a mecca for shoppers. 
Famous department stores (such 
ia An Nieman-Marcus, Sanger-Harris 
abound Ske's) and specialty shops 
shoppin in the city and surrounding 
below. 7 Malls. In the downtown areaa 
The ae Cund walkway system called 
Offices iene links shops, restaurants, 
> and parking. 
ie buffs will enjoy browsing 
other . iNney Avenue, Sale Street and 
shops a, ied locales where antique 
ios Ocated in old homes. 
ae eh Market in downtown Dallas 
earlier ar attraction, evocative of an 
“ra with its displays of fresh pro- 
Nowers and plants. 
unding Dallas are some of the 
bing Sorte and interesting shop- 
NorthPary, 'n the country. They include 
Cente; s Mall, Prestonwood Town 
mall), be “sf View (Dallas’ largest 
Highland sag Sakowitz Village and 
5 oppin ark Village, Dallas’ oldest 
19295, a center, dating back to the 


u 


ere is : 
EXClusive even a shopping center 


ly for the arts and crafts, called 
Odrida, 


O 


one average February highs and 
re : for Dallas are 59-38°F (15- 
lure jg 65°r The mean annual tempera- 
About 99 and the city sees the sun on 
37 days a year, 


Olla Podrida means “all in the pot,” and the Olla Podrida is definitely a place that lives up to its 
name. Located in an old barn in North Dallas, itis an artist's paradise of paintings, photographs, 
weaving, pottery, brass, greenery, leather, jewelry and more. 


eeping up with all available activ- 
ities and events at a convention 
the size of NADA’s is like trying 
to shake the hand of every customer 
who walks through your door. It’s tough. 

During the course of three days, from 
February 5 to 7, 140 workshops, 22 
make meetings and countless recep- 
tions will take place. In between, there 
are exhibitors’ booths to visit and old 
friendships to renew. 

Chances are you won't attend every 
event you'd like to. But there is a way to 
make sure you get to the most important 
to you—and at the same time stay up-to- 
date with those you can’t make. Read 
NADA’s daily convention newspaper, 
Automotive Executive Today. From Feb- 
ruary 5 to 7, publications personnel 
David Meyer, Noreen Welle and Pete Lu- 
kasiak will bring you the news of the pre- 
vious convention day, and brief you on 
events to come. 

In Automotive Executive Today, 
you'll meet the winners of the Time 
Quality Dealer awards and the DANDY 
awards (Dealers Automotive Newspa- 


AUTOMOTIVE 
EXECUTIVE “od 


per Display Advertising). You can read 
about convention speakers Art Linklet- 
ter and James Kilpatrick, as well as 
NADA’s 1984 officers. Each issue will 
also contain schedules for workshops, 
factory receptions, make meetings and 
other events. 

So make a point of looking for Auto- 
motive Executive Today as you enter the 
convention hall each morning. Don't be 
the last to find out what’s happening.) 


All convention information was compiled by 
Joan Rubin, assistant editor of Automotive 
Executive magazine. 
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EXHIBITORS 


as of copy deadline 


his year’s exposition is the big- 

gest in NADA convention history, 

with more exhibitors and square 

footage than ever before. The exhibit of- 

fers dealers and managers an exclusive 

opportunity to review the latest in auto- 

motive products and services and visit 

one-on-one with manufacturer repre- 

sentatives. This year, the exhibit hours 
have been extended. 

The following list of exhibitors, with 
their space numbers, is classified ac- 
cording to the types of services or prod- 
ucts they manufacture. 


Exposition Hours 
Saturday, February 4: 
8:30 a.m. to 2:45 p.m. 
Sunday, February 5 
9:00 a.m. to 2:30 p.m. 
Monday, February 6: 
8:00 a.m. to 4:00 p.m. 
Tuesday, February 7: 
8:00 a.m. to 11:00 a.m. 


Aftermarket/Accessories 


C ARA Manufacturing Co. 

658 American Sunroof Co. (Division 
ASC Inc.) 

885 Audiovox Corp. 
582 Autoleather Guild 
897 Cars & Concepts Inc. 
714 Chapman Industries Corp. 
300 Clarion Corp. of America 
882 Control Inc./Aids Inc. 

R_ Delco Electronics Division 
190 Durakon Inc. 
455 E&G Classics 

66 Luverne Truck Equipment Co. 

789 Mr. Pickup 
362 Sky-Top Sunroofs Ltd. 
555 Trim-Line Inc. 


Accounting and Computer Forms 
489 Norick Brothers Inc. 
Advertising Services 

475 Admark Inc. 


774 American Impact Radio Inc. 
845 Davis-Newman-Payne Advertising 


28 Auctions 


717 Manheim Auctions 
522 National Auto Auction 
Association 


Automotive Conversions and 
Specialty Vehicles 


592 American Pullman Coachbuilders 
Inc. 

247 Armbruster/Stageway Inc. 

779 The Hess and Eisenhardt Manu- 
facturing Co. 

895 Matrix 3 


Automobile Manufacturers 


I American Motors Inc. 
D Chrysler Corp. 
K Ford Motor Co. 
Q General Motors Corp. 
G Mitsubishi Motor Sales of 
America Inc. 


Car Washing, Waxing and 
Polishing Equipment 


889 Bivens Winchester Corp. 

697 Broadway Equipment Co. Inc. 

800 IAS National Inc. 

279 Make Ready Division/Car Care 
Corp. 


Computer Services 


762 ADP Dealer Services Inc. 
358 Auto-Tell Services Inc. 
797 Balance Computer Corp. 
655 Coin Financial Systems 
262 Display Data Corp. 
685 Dyatron Corp. 

62 IBMCorp. 
172 Oakleaf Corp. 
562 The Reynolds & Reynolds Co. 
832 Telegenix 
679 Tricom Systems Corp. 


Data Management Information 
Systems and Services 


852 AT&T Information Systems 
Exhaust Systems 

839 Scotti Muffler Center 
Finance and Insurance 

561 Adesco-Minnehoma 

387 American Bankers Insurance 


Group 
65 American Hardware Mutual 


Insurance Co. 
61 F&I Management Corp. 

189 G.E. Credit Auto Finance Service 

Operations 
P GMAC/MIC 

682 RyanInsurance Co. 

495 Karl Singer & Associates Inc. 

289 Western Diversified Services 


Financial and Estate Planning 


54 W.H.CoxlIl &Co. 
841 Joe Gandolfo CLU & Associates 
772 NADART-NADIT 


Frame Straightening and 
Collision Repair 


589 Bee Line Co. 
272 Blackhawk/Applied Power Inc. 
482 Buske Industries Inc. 
597 Car-O-Liner Co. 
602 Chief Automotive Systems 
282 Grabber Manufacturing Co. Inc. 
292 Kansas Jack Inc. 
U_ Paulee Equipment Sales Inc. 


Heating Equipment 

230 Perfection Products Co. 
Institutions 

534 Automotive Hall of Fame Inc. 
Key Control Systems 


825 Safelok Systems Inc.- 
260 Supra Products Inc. 


Leasing Services 


310 Buzz Doering Auto Leasing 
Consultant 

525 First Pennsylvania Bank/Lease 
It Division 

339 Maguire Insurance Agency 


Lifts 


585 American Unic Corp. 

402 Benwil Industries 

200 Gilbarcolnc. 

297 Gray Automotive Products Co. 
712 Weaver Corp. 

900 Western Manufacturing Co. 


Miniature Cars 
677 F.W. & Associates Inc. 


Motor Oils and Lubricants 


662 Krex Inc. 


Quaker State Oil Refining Corp. 
Wynn Oil Co, 


— Furniture and 
Splay Equipment 


5 
79 Shure Manufacturing Corp. 


8 : 
84 Elsco Lighting Products Inc. 
shting Systems Inc. 
he J.H. Spaulding Co. 


P 
oe Management, 
ning and Education 
67 ‘ 
Momotive Service Consultants 
ne, 
Automotive Sales & Training 
775 Placement Service 
258 rporate Education International 
Olne. 
AR. Keown & A 
t 
472 Laser Ltd. ers 
McMillan & Co, 
664 Mike Nicholes Inc. 
584 _ Niemann & Co. 
€rsonality Dynamics Inc. 


473 
Oe ag Survey & Research 
rou 
934 Stu 


ker & Associates 


omotional Items and Services 
: Big Apple Specialties Inc. 
84 ywood Distributing Co. Inc. 
8 ational Hole-In-One Association 
34] ational System Inc. 
“sort Marketing & Promotions 
355 : Inc. 
434 : ele Roberts & Co, 
380 ae Management Systems 
29) €claleyes 
aCito & Associates 
‘D Auto Frames 
"State Industries 


5 


sf 
2 iby 


Prog 
~“Pect Lists and Mailing Labels 
524 


Ameyj ; 
€rican Business Lists Inc. 


Prot 
€ctants and Sealants 


TR Automotive International Inc. 
665 “recraft Industries Ltd. 

179 ope Seal International 

277 P Inc. (Auto Armor) 

727 ationwide Ultra Seal Inc. 


i 
259 Usty ja Chemicals Inc.-Tektor 


Ones Inc. 


558 Siskin Enterprises Inc. 
261 Thermo-Guard Inc. 
706 TST-Total Systems Technology 
Inc. 
55 TrucoInc. 


‘532 Tuff-Kote Dinol Inc. 


791 Vehicle Protection System Inc. 
385 Ziebart Rustproofing Co. 


Publications 


826 Automotive Age Magazine 

523 Automotive Executive Magazine 

485 Automotive News 

474 Black Enterprise Magazine 

632 Encyclopaedia Britannica USA 

542 Kelley Blue Book 

382 Magazine Publishers Association 
Inc. 

479 NADA Official Used Car Guide 

824 National Auto Research 
Publication 

526 Wards Communications Inc. 


Service Contracts 


502 American Warranty Corp. 

702 Lloyd Andersen & Associates Inc. 

169 First American Warranty Corp: 

S General Warranty Corp. 

400 Heritage Insurance Group 

180 Life Investors Insurance Co. of 
America 

547 Mechanical Insurance Associates 
Inc. 

587 Republic Warranty Corp. 


Service Department 
Tools & Equipment 


458 Ammco Tools Inc. 

397 Binks Manufacturing Co. 
430 Build-All Corp. 

700 FMCCorp. 

672 Hunter Engineering Co. 
777 Kent-Moore Tool Division 
432 McGard Inc. 

447 Owatonna Tool Co. 

545 Safety-Kleen Corp. 

372 Sun Electric Corp. 

435 3M/Automotive Trades Division 


Snow-Removal Equipment 
487 Sno-Way International Inc. 
Statistical Reports and Analysis 


492 Main Hurdman CPAs 
795 R.L. Polk & Co. 


Test Equipment 


580 Allen Testproducts Division 
Tires 

847 Uniroyal Inc. 

Tow Trucks 


245 Cabriolet 
152 Centurian-Lehman Inc. 


Used Car Franchising 
932 Triex 
Van Conversions 


L17 A&S Corp. (Designer Coach) 
758 Advantage Corp. 
L34 Apex Conversions (Ivory Coach) 
L25 Barrows Enterprises 
B The Bentley Corp. 
E_ Bivouac Industries Inc. 
L27 CTIInc.-Geneva 
785 Carriage Conversions 
389 Century Motor Coach Inc. 
L21 Consolidated Leisure Industries 
T Contempo Vans 
L13_ Continental Motor Conversions 
100 Elk Enterprises Inc. 
L28 Esquire Inc. 
L24 Excalibur Vans of Texas Inc. 
752 Exclusive Manufacturing Inc. 
L32. Ger-Win Vans Inc. 
J Glaval Inc. (Gladiator) 
L20 Granada Conversions Inc. 
L30 Imperial Industries Inc. 
L31 Jayco Ine. 
A Komfort Koach Inc. 
L26 _L.E.R. Industries Inc. 
950 Lands Design Inc. 
L29 Luxury Vans Inc. 
M MarkIlIl Conversions 
L22 Midas Van Conversions 
L14 Midway Truck & Coach Inc. 
285 National Coach Corp. 
L10 National Traveler Inc. 
L19 RVCInc. 
L_ Rockwood Inc. 


H Roman Wheels Conversions Inc. 


L1I5 Sherrod Vans 

N Shomco Inc. (Santa Fe Vans) 
L18 Southern Coach of Greensboro 
L23 Starcraft Co. 
L33 Starline Van Co. 
689 Supreme Corp. 
L11_ Trans-Aire International Inc. 
572 Tra-Tech Corp. 
L35 Travel Master Vans Inc. 
462 Utilimaster Corp. 

F Winnebago Industries Inc. 
L16 Zimmer Motor Cars Corp. 
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Who's 
Who 


Introducing 
NADA’s 
Officers 

and 
Board 

of 
Directors 
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President 
William C. Turnbull 
R.F. Steiner Co. 


(Chevrolet-Oldsmobile- 


IHC-GMC-Buick) 
Huntington, WV 


President-Elect 
James P. Jennings 
Jennings Chevrolet Co. 
(Chevrolet) 

Glenview, IL 


First Vice President- 
Elect 

William J. Symes 
Symes Cadillac Co. 
(Cadillac) 

Pasadena, CA 


Treasurer 

Joseph A. Barry 

Barry Pontiac-Buick 

(Pontiac-Buick-Volvo- 
Nissan) 

Newport, RI 


Treasurer-Elect 
Anthony Ursomarso 
Union Park Pontiac 
(Pontiac-Honda-BMW) 
Wilmington, DE 


Secretary 

Jerry Hayes 

Hayes Bros. Buick-Jeep 
(Buick-Jeep) 

Salt Lake City, UT 


Secretary-Elect 

Robert M. Burd 

Burd Bros. Motor Co. 

(Volkswagen-Audi- 
Chrysler-Plymouth) 

Washington, NJ 


Executive Vice President 
Frank E. McCarthy 
National Automobile 

Dealers Association 
McLean, VA 


Region I a 


Vice President 
Robert M. Burd 

Burd Bros. Motor Co. 
Washington, NJ 


Vice President-Elect 
William D. Cammarano 
Muzi Ford City 
Needham Heights, MA 


Tatts a ferrmann Leslie M. Emerson Richard D. Wagner William C. Doenges 
Onkers ial ps Louis Chevrolet Inc. Wagner Inc. Bartlesville Ford Inc. 
( etropol; Auburn, ME Simsbury, CT Bartlesville, OK 
‘ itan New York) | (Maine) (Connecticut) (Oklahoma) 
en 
Miller gH Miller John H. Haldeman Joseph A. Barry Ernie Bates 
Bingham Or Car Corp. Forest Hills Motor Co. Barry Pontiac-Buick Hardin Motors Inc. 
(New York told Pittsburgh, PA Newport, RI Elizabethtown, KY 
State) (Western Pennsylvania) (Rhode Island) (Kentucky) 
Ona 
Yandos A Yandow Gregory L. Sutliff Region 2 William C. Turnbull 
Burlington 1. Co. Inc. Sutliff Chevrolet Co. R.F. Steiner Co. 
€rmont) VT Harrisburg, PA Vice President Huntington, WV 
(Eastern Pennsylvania) H.E. Derrick Jr. (West Virginia) 
Daviq A.B Lexington Motor Sales 
Banks Che anks Anthony Ursomarso Lexington, VA Alfred P. Shockley 
Cadillac cot & Union Park Pontiac Inc. Shockley VW Inc. 
Cord NH Wilmington, DE Vice President-Elect Frederick, MD 
(Ne Bina: (Delaware) James T. Caplinger (Maryland) 
Pshire) Caplinger Chevrolet Co. 
England, AR 
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Harry Martens Jr. 
Martens Volvo of 
Washington Inc. 
Washington, DC 
(District of Columbia) 


George W. Lyles 
Lyles Chevrolet Co. 
High Point, NC 
(North Carolina) 


Robert F. Pulliam 
Pulliam Motor Co. 
Columbia, SC 
(South Carolina) 


Heyward Allen Sr. 

Heyward Allen Motor Co. 
Inc. 

Athens, GA 

(Georgia) 
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Dennis C. McNamara 
McNamara Pontiac Inc. 
Orlando, FL 

(Florida) 


Thomas P. Williams 


Tom Williams Buick Inc. 


Birmingham, AL 
(Alabama) 


Frank A. England 
England Motor Co. 
Greenville, MS 
(Mississippi) 


J. Frank Terrell Jr. 
Miller-Terrell Buick 
Baton Rouge, LA 
(Louisiana) 


Cc. C. Gunn 

Gunn Oldsmobile Inc. 
San Antonio, TX 
(South Texas) 


Henry Butts Jr. 

Henry Butts Oldsmobile 
Dallas, TX 

(North Texas) 


Herbert G. Adcox 
Adcox-Kirby Chevrolet 
Chattanooga, TN 
(Tennessee) 


2 |S ill doa OA 


Vice President 
Richard R. Smith 
Dick Smith Ford Inc. 
Raytown, MO 


James P. Jennings ye 
Jennings ChevroletCo. | 
Glenview, IL . 
(Metropolitan Chicago) 


Ray Green 

Ray Green Chevrolet Inc: 
Jacksonville, IL 
(Illinois) 


James K. Lust 
Loel and Lust Chevrolet 
Aberdeen, SD 

(South Dakota) 


S.J. Schumacher 
Schumacher’s Inc. 
Linton, ND 

(North Dakota) 


H 
Morand J. Christensen 


rInn Co, 


*tropolitan Detroit) 


Stephen M. Qua 

Qua Buick Inc. 
Cleveland, OH 
(Metropolitan Cleveland) 


Richard M. Barrett 
Barrett Cadillac Inc. 
Youngstown, OH 
(Ohio) 


Joseph E. O’Daniel 
O’Daniel Ranes Olds Inc. 
Evansville, IN 

(Indiana) 


Marvin D. Hartwig 
Marv Hartwig Inc. 
lowa City, IA 

(lowa) 


Jim Clark 

Jim Clark Motors Inc. 
Lawrence, KS 
(Kansas) 


Richard G. Kizzier 
Kizzier Chevrolet Co. Inc. 
Kearney, NE 

(Nebraska) 


Region 4 


Vice President 
James B. Woulfe 
Shamrock Ford 
Dublin, CA 


George S. Irvin 
Murray Motors Imports 
Denver, CO 
(Colorado) 


Richard Hammer 
Ed Hammer Inc. 
Sheridan, WY 
(Wyoming) 


Robert H. Oakland 
City Motor Co. Inc. 
Great Falls, MT 
(Montana) 


Robert L. Rice 
Bob Rice Ford 
Boise, ID 
(Idaho) 


Ron B. Tonkin 

Ron Tonkin Chevrolet 
Portland, OR 
(Oregon) 
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William J. Symes 
Symes Cadillac Co. 
Pasadena, CA 
(Southern California) 


William H. Heinrich 
Fairway Chevrolet Co. 
Las Vegas, NV 
(Nevada) 


A.M. Crawford Jr. 
Gila County Motors 
Globe, AZ 
(Arizona) 


Jerry Hayes 

Hayes Bros. Buick-Jeep 
Salt Lake City, UT 
(Utah) 
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Jack T. Price 
University Volkswagen 
Albuquerque, NM 
(New Mexico) 


Robert P. Mallon 
Mallon Motors Inc. 
Tacoma, WA 
(Washington/Alaska) 


Denzil W. Rose 
Hilo Motors 
Hilo, HI 
(Hawaii) 


Directors-Elect 


William S. Dodge 
Bill Dodge Oldsmobile 
Brunswick, ME 
(Maine) 


Richard K. Helmold 
Helmold Ford 
Raleigh, NC 

(North Carolina) 


Robert C. Graham 
Valley Buick 
Monroeville, PA 
(Western Pennsylvania) 


Willard Cook Jr. 
Cook Ford Sales 
Sheridan, WY 
(Wyoming) 


Jimmy C. Payton 
Payton Wright Ford 
Grapevine, TX 
(North Texas) 


Jan W. Rozendaal 
Nordic Ford-Toyota 
Burlington, VT 
(Vermont) 


Edward L. Scuncio 
Scuncio Chevrolet 
Greenville, RI 
(Rhode Island) 


American Truck 
Dealers Division : 
Chairman 

Arthur T. Irwin 

Irwin GMC Inc. 

Lima, OH 


Chairman-Elect 
Arnold S. Lessing 
Denver Peterbilt 
Denver, CO 


pe en 


CLARION 
HAS A REFRESHING WAY 


‘| 

, | Stop by the Clarion booth at this 
years N.A.D.A. Convention to 
learn how the wide range of Clarion 
Spec II stereos can increase your profit 
margin. Clarion gives your customers the 
finest sound available, customized to their 
needs, and gives you greater pricing flexi- 
bility for greater profits, Choose from 
Over 100 custom-tailored units, made to fit 

every auto line, even imports, 


And when you stop at the display, refresh 
yourself with a complimentary soft drink, 
coffee or Virgin Mary. The Clarion booth 
is the place on the convention floor offer- 
ing a place to relax. (Booth #300) 


Plan on including Clarion Spec II in your 
N.A.D.A, program, and you'll keep 
coming fuk hi nr 
long for improved 
profit performance. ( “Qa, 


Southern Auto Sound (813) 885-5805 
Texas-Oklahoma Auto Sound (817) 496-1400 
Eastern Auto Sound (516) 467-1120 

Mountain States Auto Sound (213) 973-5984 
Clarion Corporation of America (213) 973-1100 


(For more information circle #22) 


SOME LIGHTING SYSTEMS JUST 
LIGHT UP YOUR LOT. 


Let’s face facts. A well lit mer- 
chandise area is a must when it 
comes to selling automobiles. If 
it looks good it sells! That’s 
why it’s important to have Elsco 
Lighting Products’ Auto King 
VI on your lot. 


Elsco’s innovatively designed 
projection system effectively 
illuminates the entire auto display 
area from perimeter and internal 
locations. By mounting the Auto 
King VI at a height of 20 feet, 
there is no need for additional 
accent lighting. Energy efficient 
and cost-effective, Auto King VI 


operational characteristics con- 
tribute to greater profitability. 
The unique street side cut-off 
not only eliminates spillage as 
well as glare but meets all 


municipal lighting requirements. 


Whether you’re building a new 
location or retrofitting an exist- 
ing one, you’ ll see why Auto 
King VI is setting the standards 
for quality, performance, 
efficiency, and design for auto 
merchandise areas. 


ELSCO HELPS SELL YOUR PRODUCT! 


To learn more about the amazing 
Auto King VI call or write Elsco 
Lighting Products, Inc. 


€LSCO 


LIGHTING PRODUCTS INC. 


P.O. Box 8946 
Stockton, California 95208 
209-466-0511 


See our illuminating ideas at booth 884 during the NADA Show in Dallas. 


(For more information circle #27) 


The 

NyC— 
China 

Connection 


hina—that vast, mysterious land ofa billion souls 

has long held the lure of fortune to Western traders. 

Its immense population and boundless resources 
beckon like sirens to industrious minds who view the coun 
try as the potential Hope Diamond of world marketplaces. 


But for centuries this potential remained isolated behind an 


inscrutable culture, hostile to all outside ways. 

Until recently, that is. In the 1970s the armor began to 
crack as Chinese leadership became increasingly convinced 
that, for political stability, it would be necessary to improve 
the standard of living for their multitudes and, thus, expand 
their economic base. What resulted, says Asiaweek, a Hong 
Kong news magazine, “is the world’s biggest (industrial) rev 
olution and potentially the most momentous upheaval in 
present-day Asia.” 

Employing unprecedented capitalistic methods, Chinese 
authorities began promoting profit incentives and granting 


by Ted Orme 


Commemorating the joint venture 
contract signing between 
Beijing Automotive Works 


American Motors Cor 


May,19 
A KA C r i ‘ 


thn work units the freedom of 
fois ie Own management deci- 
o- € People’s Daily, a key com- 
ead organ, openly encouraged 
rich,” abi and farmers to “get 
Bhiée< e Inefficient, state-run enter- 
P ere threatened with demise if 
Y Could not show a profit. 
ee incentives alone are not 
iter your industrial base operates 
8tossly outmoded practices of the 
é Se 90s. As Asiaweek puts it, 
Brie he oldest civilization openly 
West 3 dire nocd of people with the 
. ealetaidaad To that end, China 
ing Pert ely Solicited joint manufactur- 
es aie and foreign investments to 
a “s this massive technology trans- 
- ac, almost $200 million has 
Panie €sted in China by some 25 com- 
S, Over half in the last 18 months. 
largest of these industrial joint 
res, and the first in automotive his- 
cen. last May when American 
Ment aa signed a 20-year agree- 
€ijing Automotive Works 
hicles “i Produce four-wheel-drive ve- 
r domestic use and export. 
ately ee W. Paul Tippett immedi- 
e face ‘in the venture “will change 
will ie. the auto industry in Asia.” It 
acturin “9s partners “a strong manu- 
ith t i ase for competing head-on 
Sih. Dee] in Asia and the Pacific 
four-wheet S fastest-growing market for 
“Major “drive vehicles,” he said. 
but ei won't come overnight, 
li potential is there.” 
ay ts Just look at the world distri- 
4 eo : Tippett points out. 
People e.. currently fewer than three 
tion in “Sane motor vehicle in opera- 
Bitar, US; Canada, Japan and 
More 0 tp But in China, there are 
Cle. In is 000 people for every vehi- 
People i there are more than 400 
an 100. vehicle; in Indonesia, more 


’ Mexic ° H 
More than 19 0, more than 15; Brazil, 


vent 


Is j 
uti 


Pa 

Se 39: ; 

Sratulatig ty Tippett of AMC exchanges con- 
NS with Wu Zhong-Liang of BAW at 


€co, 
. ~2NClus; os 
atin USION of the signing ceremony cre- 


in bac 's joint venture in China. At center 
kground is Tod Clare of AMC. 
Pa 
ge 4Q- 
top, ou inemento of the historic venture, 
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Ndmarks jn Beijing. 


he join Beijing Auto Works’ plant, where 
enture vehicles will be produced. 


“In other words,” he continues, “we 
can expect most future auto sales in 
Japan, North America and Europe to be 
replacements for the current vehicle 
fleet. The real growth markets of the fu- 
ture—the places where you will see the 
kind of expansion we had in the indus- 
trialized countries in the 1950s and 
1960s—will be in the newly indus- 
trialized countries of Latin America and 
especially Asia, where two-thirds of the 
world’s population lives.” 

The market potential of China alone 
makes merchandisers weak in the 
knees. The latest census, compiled just 
last summer, puts the total population 
at 1.1 billion, nearly half under the age 
of 19. 

“Talk about a growth market!” 
exclaims Tod O. Clare, AMC vice presi- 
dent for International Operations who 
led the negotiations with the Chinese. 
“That’s more kids than the same age 
group in the U.S., Canada and Europe 
combined!” Were they so disposed, he 
adds, “they could knock off a billion Big 
Macs in an afternoon.” 

It would be a mistake to over-hype 
these population figures because, as 
Clare points out, “Private ownership as 
we know it is a long way off for the 
Chinese.” Almost all vehicles in China 
are owned by collectives or work units, 
which provide vehicles and drivers to 
their members to improve productivity. 
It is here that the demand for vehicles is 
expected to grow substantially. 

“Basically the growth will be in the 
agricultural sector where there is pri- 
vate enterprise and where transporta- 
tion will improve productivity substan- 
tially,” says Clare. “A farmer doesn’t 
have to be literate to know he can grow 
more and ship more with a truck.” 

Right now, the 1.3-million-square- 
foot Beijing Auto Works produces about 
15,000 vehicles a year. But according to 
Clare, it could have sold twice that 
many in 1983, and the plant has the capa- 


bility of turning out three times its cur- 
rent production. With the infusion of 
AMC money, technology and know- 
how, plans now call for production runs 
of 40,000 vehicles within five years. All 
incremental production over 20,000 to 
25,000 probably will go into the export 
market. 

AMC will pump $16 million—half 
cash, half technology—into the ven- 
ture, with BAW putting up $35 million in 
capital, plant and equipment. AMC has 
the option, however, to increase its 
equity share from 31.3 to 49 percent, 
and it hopes to exercise that option. The 
new joint venture is called the Beijing 
Jeep Corp. Its president is Angus Mac- 
Gregor from AMC; its chairman is Wu 
Zhong-Liang from BAW. The board of 
directors is made up of seven members 
from BAW and four from AMC. 

Initially, AMC is modernizing the 
plant and workshops—not only phys- 
ically, but also with new systems and 
procedures. They have begun upgrad- 
ing BAW’s current BJ212, a crude four- 
wheel-drive utility vehicle based on the 
30-year-old Russian Uaz design which 
claims such notable achievements as 
providing the backbone of the Egyptian 
army. The BJ212 will get ride, handling, 
comfort and style improvements, and 
possibly even AMC’s new 2.5-liter, four- 
cylinder engine. But the big news will 
come in three to four years with the de- 
velopment of a series of new world- 
class four-wheel-drive vehicles to re- 
place the BJ212. This vehicle will be 
based on a new model CJ which also 
will debut in the U.S. The Chinese are 
particularly excited about the new 
model, and “have asked us to 
reexamine the product plan and finan- 
cial implications of accelerating the in- 
troduction of the new vehicle,” Clare 
adds. 

With this new vehicle, which can be 
produced in China about 20 percent 
cheaper than in the U.S., the partners 
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are chomping at the bit to take a crack at 
fast-developing export markets in Asia, 
the Pacific, Africa and South America— 
where price is the primary considera- 
tion, and where the Japanese dominate. 

AMC takes blatant delight in having 
beaten the Japanese to the punch in 
China. As Clare tells it, Toyota ap- 
proached the Chinese before AMC but 
refused the joint venture because they 
did not want a competitor in their own 
backyard. “But that’s exactly what we 
wanted—to take on the Japanese on 
their own turf, and the Chinese said 
‘great,’” Clare recalls. “By that time, 
Toyota said ‘oh, oh, we better go back 
in, and they did propose a joint venture. 
But the Chinese said ‘look fellow, you 
only get one chance at this.’ ” 

Clare admits the Japanese are not 
exactly quaking in their boots over this 
new competition. “They have a lot of ar- 
rows in their quiver,” as he puts it. But 
he reports the Japanese have treated 
AMC with “a great deal more respect 
since it signed the China deal,” which 
confirmed a suspicion of Clare's “that 


nothing impresses the Japanese like 


strength.” 
Of course, AMC is no amateur at inter- 


national operations. Its four-wheel- 
drive Jeep products are manufactured 
and assembled in 10 countries outside 
the U.S. and marketed throughout the 
world. And, as Clare points out, “We 
were the only four-wheel-drive man- 
ufacturer in the world to have fully inte- 
grated (meaning 100 percent local con- 
tent) our product in four different coun- 
tries outside the U.S.” 


But Clare is the first to confess that 


none was any more difficult to put to- 
gether than China. Government bureau- 
cracies are always an obstacle, “and a 
communist bureaucracy is the worst,” 
says Clare. “Many people take refuge in 
it to keep from making a decision. It’s a 
lot easier to say ‘no’ than ‘yes.’ But if you 
wanted an easy time of it you wouldn't 
go into the international business...you 
just try to work your programs through 
the system with plenty of Vaseline on 
them.” 

And then there were language prob- 
lems, particularly in contracts. Clare re- 
calls the wrangle over the term “exclu- 
sive,” which in Chinese translates to 
“undivided heart.” “I said, ‘wait a min- 
ute, that sounds more like sincerity than 
exclusivity.’ ” 

“ “Well, Mr. Clare, what is the differ 
ence?’ they asked. 

“I said that exclusive was a legal con 
cept. And they said ‘yes, but if you are 
sincere, isn’t that the same thing?’ | said 
I didn't know, but what | want is exclu- 
sive. And that said ‘well, what you are 
getting is undivided heart.’ And so it 
went.” 

It took four long years of intense dis- 
cussion and endless trips back and 
forth between China and Southfield, MI, 
to consummate the deal. It was not until 
the spring of 1982, when the Chinese 
took their automotive operation out of 
ministerial hands and formed the 
Chinese National Automotive and In 
dustry Corp. (CNAIC) that things really 
began to happen. The new corporation 
was put in the hands of China’s top 


three automotive people, “the movers 
and shakers,” Clare calls them, “who 
were literally responsible for everything 
in the country relevant to automobiles. } 
mean you could hardly imagine build- 
ing automobile factories under the cir- 
cumstances they faced. They used to 
look at plant sites on horseback! 

“So when these guys took over,” he 
continues, “like any new wave of man- 
agement that is really motivated, they 
said ‘let's light a fire under this thing ang 
either get going or knock it off.’ That's 
when the fur started to fly and we really 
started to move.” 

It would be nice to say the rest is his- 
tory, but the brand new Beijing Jeep 
Corp. still faces myriad cultural, technj- 
cal and logistical wrinkles that must be 
ironed out before the venture can begin 
to call itself a success. Optimism 
among AMC personnel and their 
Chinese counterparts is raging, how- 
ever, and everyone is applying undi- 
vided heart to the task ahead. 

And why not? China is a country on 
the move. It has seen more economic 
growth in the past three years than in the 
last 30. Its gross national product is jn- 
creasing at 9 percent a year—bettery 
than any other major developing nation. 
Combined agricultural and industria} 
output is up 8.7 percent, capital con- 
struction is up 25 percent, and exports 
increased 13 percent. Even more tellin 
is the $5.5-billion trade surplus China 
achieved in 1982, at a time when most 
other developing countries were buck- 
ling under worldwide recession. And 90 
percent of China’s trade is now With 
noncommunist countries, compared to 
only 30 percent in 1960. 


dealers? “That's hard to assess,” Says 
Clare. “Our distributors and dealers 
throughout Australia and the Far East 
will feel a substantial impact based on 
lower-cost products from China.” AMC 
may also source some components in 
China, but it is unlikely—at least for the 
next seven years—that U.S. dealers Will 
see any China-built Jeeps. “After that.» 
he adds, “I suppose there is an Outside 
chance.” 

What U.S. dealers will benefit from is 
the added strength and prestige of a 
company moving boldly into interna. 
tional waters and building a sound 
bridge into the 21st century. 0 


y * ° — 
Ted Orme is contributing features Writer for 
Automotive Executive magazine. 
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THE AUTO BUTLER Service Builder System 
@ GENERATES NEW & USED CAR SALES 
@ KEEPS SERVICE VOLUME GROWING 
@ BUILDS CUSTOMER GOOD WILL 


IMPORTANT: The AUTO BUTLER Buff ‘n will bring up to 98% of your customers back 


Shine Machine delivers a perfectly polished 
vehicle (car, truck or van) with one operator 
in 12 minutes. The function of this auto- 
mated equipment allows dealers to build 
service department volume through a 
proven customized follow-up program that 


into your dealership twice a year. 

We GUARANTEE to produce the highest 
per square foot profit center in your dealer- 
ship. Call toll free to discover how you can 
participate in this program with no capital 
investment. 
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“What this country needs today to keep us 
strong and growing is the development 
of all known reserves of oil and gas 


as soon as possible.” 


BY WILLIAM C. DOENGES 


William C. Doenges, former NADA pres- 
ident and current board member, raised 
a lot of interest in 1978 with his article, 
“Are We Really Running Out of Gasoline? 
A Dealer’s View on Energy.” Automotive 
Executive recently asked Mr. Doenges 
to write an update on the energy situa- 
tion, from his vantage point in Oklahoma. 


uring the years I've been asso- 

ciated with NADA, I’ve seen 

some important changes take 
place—particularly regarding govern- 
ment involvement in American busi- 
ness. 

Rather than peeking over the shoul- 
ders of businessmen to legislate and en- 
force restrictive controls, government 
leaders are beginning to adapt to more 
flexible regulations and policies. This, 
in turn, is allowing America’s industrial 
leaders to regain control over the deci- 
sions affecting their products and ser- 
vices. 

This has certainly been true in regard 
to the automobile industry and the 
energy business—and | am active in 
both. As automotive dealers, we must 
continue to be intensely interested in 
the energy industry because it is the 
lifeblood of our business. 

It's hard to realize that just 10 years 
ago, the petroleum industry was bogged 


down in domestic oil price controls, a 
gasoline allocation program and the 
threat of customer gasoline rationing. 
Each troublesome situation existed 
mainly because Washington did not 
trust the marketplace to allocate or set 
the price of petroleum and its products. 

At that time, while | was NADA’s first 
vice president, | began spreading the 
message that our country faced a crisis 
more serious than an energy shortage— 
a rising tide of rigid and restrictive gov- 
ernment controls. 

These controls reduced the incen- 
tives for the petroleum industry to ex- 
plore for and produce energy in this 
country. At the same time, automobile 
manufacturers were being required to 
spend millions of dollars to comply 
with excessive requirements for safer, 
cleaner and more fuel-efficient vehi- 
cles. 

The profits of both industries were 
suffering as our nation’s economic fu- 
ture was made uncertain bya recession, 
double-digit inflation, high interest 
rates and the lack of a well-defined fed- 
eral energy policy. 

Throughout this gloomy economic 
period, we opposed both the rigid fed- 
eral controls on the pricing of oil and on 
automobile fuel economy and exhaust 
emissions. It seemed at the time that 
these controls were neither cost-effec- 


tive nor in the best interests of the Amer- 
ican public. 

So what happened? In the oil sector, 
the decontrolling of domestic prices re- 
duced the cost of gasoline—something 
that federal controls couldn't accom. 
plish in 10 years. Decontrol also re- 
sulted in record domestic and interna- 
tional drilling activity. 

U.S. oil consumption is down almost 
one fourth today—from a high of 19 mij. 
lion barrels a day a few years ago to 
about 15 million barrels today. Why is 
this? 

Part of the answer comes from the re- 
laxation of government regulations jp- 
creasing the incentives for the auto. 
mobile industry to produce lighter ang 
more fuel-efficient vehicles. But this 
didn’t happen accidentally. This jp_ 
creased fuel efficiency was made possj- 
ble by an industry-wide investment of 
$50 billion—twice the amount spent on 
putting man on the moon. 

Today's cars are almost twice as fue}_ 
efficient as models produced 10 years 
ago—from an average of 14 mpg to 26 
mpg for 1985 models. Lighter Plastic, 
aluminum and fiberglass materials, leg 
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The Cross Country line that carries gas 
from the western area to Paola, KS. 
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powerful engines and black box elec- 
tronics have helped make this fuel 
economy possible. 

As a result, car-buying attitudes have 
improved. Buyers remain fuel-con- 
scious but are no longer worried about 
gasoline supplies. So, as the nation’s 
economy gets back on course with in- 
terest rates, inflation and unemploy- 
ment declining, today’s buyers can ob- 
tain everything they want in a car—plus 
fuel economy—without having to com- 
promise their comfort standards by pur- 
chasing a small car. 

In 1983, automobile sales—particu- 
larly for full-sized and luxury type 
cars—increased at record rates. 
Whether for comfort, roominess, safety 
or looks, thousands of car buyers are 
beginning to buy big cars again. 

I remember stating a few years back 
that if General Motors, Ford and 
Chrysler got into full production of 
smaller cars, we would have them run- 
ning out of our ears in no time. I be- 
lieved then and I believe now that, ev- 
erything being equal, a segment of the 
American public will always go for the 
big cars as long as they are available. 

Despite the progress as a result of 
fewer federal controls and more free-en- 
terprise flexibility, our country con- 
tinues to be threatened by an insecure 
energy future. 

Most of the world’s oil reserves are in 
the Middle East where political instabil- 
ity is the rule rather than the exception. 
Even though U.S. imports from that part 
of the world are less than 3 percent of 
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tion, the percentage is likely to become 
much greater as energy demand in- 
creases and as reserves in other parts of 
the world are depleted. 

The uncertainty is also related to 
whether oil production will increase in 
the U.S. and other parts of the Western 
world enough to offset the threat of an 
interruption in Mideast imports. Some 
progress is being made in that direction, 
but we have a long way to go. 

There are tremendous amounts of oil 
and gas reserves yet to be discovered in 
the U.S.—in Alaska, the Rocky Moun- 
tains and the ocean waters off the Gulf 
and Pacific coasts. In other fields are al- 
ready-discovered reserves; recovery 
can be made if the economic incentive 
is great enough. The removal of price 
controls was certainly an important fac- 
tor in plans by several U.S. energy com- 
panies to pay the high costs of secon- 
dary recovery in the Prudhoe Bay area of 
Alaska and in the gigantic oil fields of 
the Norwegian North Sea. 

In the meantime, oil supplies 
worldwide continue to be on the 
surplus side. But as the economy im- 
proves, more demand will continue to 
draw down that surplus over the next 
year or so. This will be particularly true 
if no more incentives are made avail- 
able. People are predicting that the nat- 
ural gas surplus in this country will be- 
come a thing of the past if natural gas 
price controls are modified or removed 
to provide more incentive for explora- 
tion. And if you don’t have incentives to 
drill for gas, you will not add to the re- 
serves. Consumers would gain as much 
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Pictured at left is a fractionater unit on 
a gas-gathering system. 


or more from the complete decontro! of 
natural gas prices as they did from oil. 
No one knows how much more natulé 
gas would be found if gas were to be d& 
regulated. 

Yet opponents of natural gas deco™ 
trol are asserting that decontrol wil 
harm U.S. consumers. But these same “ 
critics made equally erroneous predi@ 
tions about the effects of crude oil d& 
control—none of which has come true: 

If domestic producers could get thé 
green light for phasing out the regul@ 
tions on natural gas prices, these pric® 
would also react normally to supply 2? 
demand. Such action would then @™ 
courage increased investment in 
domestic natural gas production. 

What this country needs today ' 
keep us strong and growing is the d& 
velopment of all known reserves of 0! 
and gas as quickly as possible. 

It has been demonstrated this decad® 
that our economic system can still g¢™ 
erate the initiative, the capital and thé 
innovation to stimulate the search 0! 
domestic energy sources. Considerable 
progress has been made. There is stil 
room for improvement, as in the case 9 
natural gas price controls. 

Recent history has demonstrated 10 
those of us in the automobile indust'Y 
that government controls only comp!" 
cate our economic system. Controls 
and regulations on oil prices and the 2” 
tomobile industry dramatize this poi 
It behooves us as automobile and truC 
dealers to become more familiar wit 
the causes and effects of governme” 
regulations. We must speak out whe? 
government gets involved in busines 
matters. Our industry—and others— 
will be in jeopardy as long as the reg 
ulatory threat persists. 6 
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fter two years of adjusting to the 
turnabout in the diesel market 

Peugeot Motors of Americé 
President Pierre Lemaire looks upon 
1984 as “the year of the breakthrough: 

“With the arrival of the 505 station 
wagon, we have a complete produc 
line,” he says. “Quality is improved, é 
is dealer commitment. This yea!, we 
should sell more than 20,000 Peugeo® 
in the U.S. By the late ’80s, we should hi 
40,000 or 50,000.” 

Like other diesel automakers, Pe” 
geot experienced a dramatic shift in its 
sales from 1981 to 1983. In 1981, Wil), 
the second Arab oil embargo still fre 
in Americans’ minds, Peugeot had ! 
best year ever—17,000 sales. Eighty” 
eight percent were diesels. A long- -timé 
diesel leader, Peugeot was W°, 
positioned to serve this rapidly expa” 
ing market. 

But suddenly, everything changed. ¢ 
1982, gas supplies stabilized, 2” 
prices steadily dropped. Diesel deman 
died. That year, Peugeot's sales tu!” 
bled to 14,000. 

“It seemed to happen overnight 
Lemaire recalls. On December 31, 198" 
everyone was buying diesels. The 9% 
day, everyone stopped. That hurt us 


® * 
badly.” 
ae With dealers’ help, Lemaire say> 
Peugeot adjusted quickly to the shit 


Orders were sent to France for more of 
cars. Dealers pushed diesel models ® 
ready on their lots. By 1983, sales creP 


Peugeot Motors of America’s back up to 15,500. Only 27 percent well 


» 


diesels. 
i “If we could have obtained more §”” 
president reflects On the cars during the last 18 months, we 
would have snd ape to 20 0,000 cars! 


boom diesel market that B5-* Lecli eens: "That's tee 


i . recovery we've had. det 
{ “But, lik t ters, we O 

went bust, and on his company’s Piatnsipehionsy 
inks for our factories to adjust their 


| plan to corner d larger share of ders with outside vendors. If a suPP ‘ 


is geared up to produce 5,000 “ 
i fuel pumps, it can’t change to 

i the U.S. Md rket. by Gary James BH seated 

1 “I still believe there is a diesel marke! 
in this country,” Lemaire adds, “esp 
il cially for people who drive 30,000 ° 
i 40,000 miles a year. But we'll aim for@ 
80 percent gas/20 percent diesel mix! 


| " the future.” 
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The Newest 505 


Ot and it : 
about Ss dealers are excited 


the new wagon version of the 505 
oo oe first new entry in its class in 
ies = 505 station wagon was de- 
stylist P rom the ground up” by Italian 
Of car Paeerina. It has 79.1 cubic feet 
is a area, more than any import in 
oil and also can carry the heaviest 
ad: 1,125 pounds. 
oo regard station wagons as 
2 isi Vehicles, so Peugeot made 
Sion, eee ent changes in the U.S. ver- 
coil a Soften the ride, variable-rate 
tear w ngs were substituted on each 
tide a Stiff springs compromise 
an andling under light load con- 
Wagon ; Maire says. “We wanted the 
tide denis panty various loads and still 
Rare re Peugeot also equipped 
ir condit erently, with power steering, 
hience loning, stereo and other con- 
In 1984 
Plans a Peugeot Motors of America 
Wagons < between 3,600 to 4,000 
ead ¢ . new 505 is going head-to- 
at Olvo, which controls about 
Wagon io Of the 40,000-plus import 
fOr the ren “At a base of $11,990 
Price.ya} Model, we have an attractive 
ket». U© Combination for this mar- 
a ays Lemaire, 
GL a the first time, Peugeot also offers 
aimed : Emons of the 505 sedan, 
Market Th € lower end of the luxury 
$11,309 © entry level GL, priced at 
Baa aie against the Volvo 
Vota ¢ 0, Audi 4000, VW Quantum, 
The 5qe ¢°SS!da and Nissan Maxima. 
tional 4 Sedan and wagon, with addi- 
against ‘andard equipment, go up 
$16.99) (MPorts in the $12,500 to 
900.5 . °8Ment: the Volvo GL, Saab 
ai Audi 5000. 
Models ire hopes these lower-priced 
Will attract new buyers. “This is 
“And j © New market for us,” he says. 
With a 5 . fan satisfy a new customer 
before L, it's only a matter of time 
e5 se up to the 505 STI.” 
: STI, available only as a 
Peugeop remains the flagship. All 
Ue inject 4s come with a choice of 
“gine &d gas or turbocharged diesel 
the-ling wit the exception of its top-of- 
the fay) *s Odel, the 604 Turbodiesel. In 
** €Ugeot also will offer turbo-gas 


versions of its 505s. 

“Our product lineup for the next few 
years is finally in place,” Lemaire says. 
“For the first time since the 505 family 
was launched here in 1980, we have a 
full range of vehicles.” 


A Fresh Eye on Quality 

Now that Peugeot is into its fifth year of 
production with the 505, Lemaire says 
“99 percent” of its quality problems 
have been fixed. “We had complaints 
about the '80s and ’81s,” he says, “but it 
takes awhile to remove the bugs from 
any new model, especially with op- 
tional equipment.” 

Lemaire says Peugeot, like other im- 
porters, faces some quality problems in 
the U.S. that don’t exist in Europe, 
where weather and buying habits are 
much different. “In America, all of our 
customers have air conditioning,” he 
says. “In Europe, almost none do. The 
same is true for power steering, auto- 
matic transmissions and power acces- 
sories. Such equipment can cause un- 
foreseen complications. 

“So we asked Peugeot's number-two 
quality guy to come over here and work 
with our technical people to find solu- 
tions. He spent six of the last 18 months 
here. We can see the improvement—in 
production quality and the declining 
cost of warranty per car. Our '84s are our 
best ever.” 

Several importers, including Mer- 
cedes and Jaguar, have extended their 
warranties during the last few years to 
back up quality improvements. Lemaire, 
however, says Peugeot will stay with its 
one-year mechanical, three-year corro- 
sion warranty, despite the industry 
trend. “You don’t answer a quality prob- 
lem with a longer warranty,” Lemaire 
says. “You answer it with higher quality. 
And we've done that.” 


Input and Involvement 
Though Peugeot hopes to double its 
sales during the next five years, Lemaire 
doesn’t anticipate any growth in the 
dealer body. He says he'd much rather 
increase profits for the 325 dealers who 
currently sell Peugeots. 

“We need dealers who are fully com- 
mitted to our product,” he says. “If deal- 
ers don’t stock enough cars or parts, or 


“It seemed to 
happen overnight. On 
December 31, 1981, 
everyone was buying 
diesels. The next day, 
everyone stopped. 
That hurt us badly.” 
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send their technicians to school for 
training, we can’t be successful. We 
don’t want to hang Peugeot signs on 
every street corner. If we can sell 40,000 
cars through our 325 dealers, so much 
the better. We'd like our franchise to be- 
come hot.” 

Looking at sales nationwide, Lemaire 
says the Sun Belt has evolved into 
Peugeot’s strongest market. New Eng- 
land, on the other hand, is shrinking 
fast. “Five years ago, we had a huge 
problem in Dallas and some of our 
other Sun Belt points,” he says. “Today, 
Dallas is our top market. And that’s be- 
cause everyone at that dealership is 
committed—from the dealer to the ser- 
vice manager to the salesmen. It doesn’t 
matter whether a dealership is exclu- 
sive or dual, urban or rural...if you have 
commitment, you're going to sell some 
Cars. 

“In the Sun Belt and the Northwest, 
people live with the future—more so 
than in other areas. That’s probably true 
of our dealers, too. It’s amazing what an 
enthusiastic dealer can achieve when 
he throws his weight behind a product.” 

According to Lemaire, an increased 
commitment on the part of the parent 
company has improved dealers’ at- 
titudes. “Lately, everyone has been talk- 
ing about the tremendous potential of 
this market. At our ’84 product launch 
last September in Colorado Springs, two 
of Peugeot's top executives, Jean Boilot 
(president of Automobiles Peugeot) 
and Victor Dial (director of sales and 
marketing), flew in to meet with deal- 
ers. That means a lot.” 

Peugeot Motors of America’s new 
general manager of sales and market- 
ing, Jim Fitzhenry, who joined the com- 
pany last January from Volvo, has been 
encouraging dealers to return the com- 
munication through their dealer coun- 
cil. “The dealer council, from a man- 
ufacturer’s standpoint, is a big, big 
plus,” Lemaire says. “It’s a good way to 
find out about customers’ attitudes, 
product quality and service problems. 
Dealers have first-hand knowledge of 
the field we can’t begin to match.” 

An example of the value of such input 
is found on the front end of Peugeot's 
505 wagon. Three years ago, in France, 
U.S. dealers received a sneak preview of 


the new car. Their immediate reaction: 
Lemaire says, was that the positioning 
of the wagon’s round sealed bea™ 
headlights made it unappealing 
American buyers. » 

“We started from scratch agail: 
Lemaire says. “We contacted a U.S. 9& 
sign firm, King-Casey, and it revamp 
the front end more in line with Ame! 
can tastes. A new halogen plastic hea& 
lamp unit was designed, and thé 
perimeter grill was streamlined. Deale!s 
say the new look fits the car’s persone” 
ity much better.” 

Peugeot’s dealer council also P!0 
vided input into its new ad campais™ 
launched October 15. Created by Ogil¥? 
and Mather, the magazine ads and 
spots use a “lifestyle approach,” which 
combines a slice-of-life story with pro’ 
uct information. They depict a typi@ 
event in the life of an American CO™ 
sumer. A widely shown TV spot for the 
505 wagon, for example, shows y 
mother picking up high school ba" 
members in the rain. 

“This represents a departure from the 
high-tech ads we've run in the pas+ 
Lemaire explains. “Until 1981, ie 
talked mostly about the way we buil 
our cars. For the last two years, we CO” 
centrated on the features of the cal ™ 
self. Now we're trying to involve CO 
sumers emotionally with the product: 

The new car campaign, including 
mockups of print ads, was presente 
the dealer council last June for its 4? 
proval. “We showed it to them before 
making any final decision,” Lemail® 
says. 
Peugeot will continue to run techn 
cally oriented ads in newspapers SU 
as the Wall Street Journal to suppleme? 
its new lifestyle campaign. In additio™ 
Lemaire hopes dealers will take pette! 
advantage of the new co-op program!" 
troduced in 1983. For every dollat ‘ 
dealer spends, Peugeot matches it W!! 
a dollar, up to $200 per new car 50°" 
“It's up to dealers to get the word ou" 
too,” he says. “When you're as small 4 
we are, you can’t cover every market th 
way you’d like to.” 


U.S. and the World Picture a 
When Lemaire looks at the U.S. maP "a 
hind his desk, he sees opportunity. 


REMOVE SPOTS... 
NOT PAINT 


If you’re using compounds or sandpaper to remove spots in paint 
you’re actually damaging the finish on every new car you work on. 
You are cutting the gloss as much as 50%, cutting the thickness of 
the paint up to 25%, and cutting the life of the finish on your 
customers’ cars. 


With the new TST Spot Package, you remove spots in paint 
without grinding. That means no paint damage, no burn-throughs, no 
exposed flakes in metallic finishes. The TST method saves you time, 
money and the paperwork associated with warranty claims. Your 
repainting work due to spot problems will be cut at least 80%. 


The TST Spot Package shown here gives you step-by-step visual 
instructions along with everything you need to lift spots from paint 
finishes. The detailed video or audio tapes (it’s your choice) guide you 
through identifying the type of spot and show you how to apply the 
proper TST product to remove the spot. It’s that easy. 


Each package includes enough spot removal product to handle 
thirty (30) mid-sized cars. You get: 


Two gal. Aci-Dox™ 

One gal. Kero Kleen Plus™ 

One pt. Alka-Dox™ 

One 8o0z. Super Sealant (Does 4 cars) 

One Squirt Bottle 

One Squeeze Bottle 

Literature Package (Data sheets, menu, etc.) 


een ACID RAIN? | . 
a :  - ; 
npainainaiiinal ‘ 

y ; 

Ms -*5 

a 4 Ms 

- 

% 


For a total price of $179, the package comes with a video tape 
(Beta or VHS) or, for a total price of $149, the package comes with a 
oe tape. Extra tapes: Video (Beta or VHS) $35. Cassettes 
9.95. 
To order, simply choose the video or audio version of the Spot 
Package and get in touch with TST. Payment must accompany first 
order or we can send your package C.O.D. 


® 


PROTECTING WHAT MOVES US 


TOTAL SYSTEMS TECHNOLOGY INC. 
65 Terence Drive, Pittsburgh, PA 15236 
800/245-4828, In PA 800/472-2775 


TST © 1983 
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HIGH 
PERFORMANCE 
FINANCING 

FOR 


THE 
AUTOMOTIVE 
INDUSTRY 


GECC inventory financing and leasing pro- 
grams help you move more cars into and out of 
your dealership. Find out how these programs 
can increase traffic and boost sales. 

GECC also offers a variety of add-on serv- 
ices that can help you build more profit into 
every deal. And our comprehensive in-house 
training gives your salespeople everything 
they need to know about GECC programs 
and services. 


Visit us at booth #189 during the show. 


al ° 

an osses in France. With Peugeot's 
Saale in Europe firmly es- 
cent in I : 0 percent in France, 7 per- 
lands, 6 aly, Belgium and the Nether- 
Percent cee in Great Britain and 4 
eigen on a), Lemaire says 
Buc OKs to two markets to provide 
atest sales growth in the ’80s— 

4 ‘S. and Africa. 
vo Is the leading automaker in 
agon hed he says. “There, our 505 
chop used as a ‘bush taxi.’ But as 
Sales in Portunity as there is to increase 
rca, there is equal risk. The 
Africa are so unstable. We 


fri 


POlitics of 


used to sell 35,000 cars a year in Libya, 
but for the last two years, we've sold 
nothing. Not a car.” 

“We sell about 40,000 cars a year in 
Germany and 50,000 in Italy. If we can 
sell 50,000 here, it becomes a very im- 
portant market. And that gives us more 
input into product planning.” 

Lemaire plans to be here to see that 
happen. “I've had a hard job the last 
eight years. It’s time to reap the rewards 
of our efforts.” C 


Gary James is the senior editor of Automotive 
Executive magazine. 


Dealer Empathy 


fi Wie Pierre Lemaire says he un- 
re ‘ines the problems that face 
“Fro: he's not mouthing words. 

| aged Heb BO 1967, Lemaire man- 
® France 73° S largest retail outlet in 
*. The factory-owned store, lo- 
yea. 11 Paris, sold 3,500 cars per 
? es average of 15 each working 


< at : ; 

d fwe didn't have 15 orders on our 
at the end of the day, that 
harder we had to hustle that much 

| s Rlaeieaag Lemaire says. “I 
Street» at it’s like to compete on the 


Meant 


ie my europe, Lemaire says, most top 
X€Cutives have at least a few 

i resumé ye experience on their 
* + Cant imagine Peugeot 
responsibility to anyone 


| ith field 
n't worked retail,” he says. 


; €rstand deal d 
as ers, you need to 


Ound 


§ mat’ Career with Peugeot 
| Sans 30 


ns agian One of his first posi- 
RS sj ‘strict manager in Paris, 
y 8nment he performed for six 
ies €r a spell on the retail side, 
Patis 26, was named manager of the 
“i eae In 1967. In 1971, he was 
Bi €d president of Peugeot's 
Operations. 


the Nop @telux. nations—Belgium, 
at that etlands and Luxembourg— 
__ largest Si © represented Peugeot's 


Port market, with 75,000 


sales per year. When Lemaire ar- 
rived, Peugeot’s market share was 
5.6 percent, he says. When he left, it 
was more than 7 percent. “A touch of 
luck,” says Lemaire. “We had some 
good years.” 

In 1976, Lemaire assumed his cur- 
rent post, president of Peugeot 
Motors of America. For the French- 
born executive, this market repre- 
sented his biggest challenge. “The 
U.S. has so much potential,” he says. 
“Peugeot has been here 25 years, but 
we've only scratched the surface of 
what we could be doing.” 

Lemaire led Peugeot Motors of 
America to its best year in 1981, 
when it sold 17,000 cars. Since then, 
sales have hovered around 15,000. 
“We haven't been as successful as 
I'd hoped,” he says. “But we also had 
to face some unusual circumstances. 

“During my seven years here, 
we've seen consumers swing from 
big cars to small cars and back. Gas 
prices skyrocketed and stabilized. 
Diesel demand jumped, then died. 
Nowhere else in the world is there a 
market that reacts so quickly to 
change.” 

Now that the economy is on the re- 
bound, though, Lemaire sees bright 
days ahead for Peugeot. “Everything 
is falling into place,” he says. “We 
have the product and the dealers to 
make sales happen.” O 


“I still believe there 

is a diesel market 

in this country, 
especially for people 
who drive 30,000 

or 40,000 miles a 
year. But we'll aim 
for an 80 percent gas/ 
20 percent diesel mix 
in the future.” 
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Peugeot: 
25 Years 
in the U.S. 
Market 


sn year marked Peugeot's 25th an- 
niversary in the U.S. The first 
model sold in the U.S. market was 
the 403 sedan, introduced in 1958. 
Since then, the company has passed 
through three eras, Lemaire says. 

“From 1958 until 1973, we were 
known as a French car company,” he 
says. “We federalized our cars to 
meet U.S. standards, but we weren’t 
very concerned about American 
tastes. That meant we didn’t offer 
power steering or automatic trans- 
missions, and turn signals were on 
the right side instead of the left. 

“In 1974, with the introduction of 
America’s first diesel station wagon, 
we became known as a diesel car 
company. We had good timing; we 
came in with our diesels right after 
the first oil crisis. Sales doubled to 
8,000. 

“That period lasted until 1981, 
when we learned our lesson about 
not over-relying on the diesel. Now 
we're in the best period of all. We've 
finally become known as a car com- 
pany—not just French and not just 
diesel.” 

Peugeot Motors of America is a 
wholly owned subsidiary of Peugeot 
S.A. Headquartered in Lyndhurst, 
NJ, the company has zone offices in 
Englewood, NJ, Carson, CA, Chicago 
and Houston. In addition, satellite 
offices with training facilities were 
established recently in Hingham, 
MA, Bensenville, IL, Jacksonville, 
FL, and San Francisco. 

Since 1975, Peugeot S.A., the par- 
ent company, has nearly tripled in 


size. In 1976, Peugeot took over AU- 
tomobiles Citroen, at the time 
France’s third largest automaker. 
Two years later, Peugeot acquire 
Chrysler's European operations (te 
named Talbot), including produc 
tion facilities in Great Britain, Franc® 
and Spain. Peugeot S.A. now has 4 
production capacity of more that 
two million vehicles per year. 

Though Peugeot S.A. consists of 
more than 150 companies, manufac 
turing everything from bicycles ' 
light armored vehicles, Lemaire say$ 
the company’s main business '© 
mains autos. 

As the largest privately owned 
company in socialist France 
Peugeot operates in an unusu 
business climate, to say the least: 
The Peugeot family owns 43 percent 
of the company’s stock, with the "© 
mainder controlled by Michelil, — 
Chrysler and other investors. Whe? — 
the socialist government took powel A 
in May 1981, it looked like Peuge | 
might be nationalized. But Lemaire — 
says the company no longer face 
that danger. : 

“| think the government h@>— 
enough on its hands,” he says. “Mos! 
of the nationalized companies wel — 
losing money prior to takeover, 47 
they're losing even more now. It’s? _ 
huge failure.” yO 

According to Lemaire, socialist - 
rule still makes life difficult for th® | 
company. “Because of poor sales 
Peugeot S.A. wanted to lay off 10 per 
cent of its workforce at Talbot a! 
Citroen last summer. But the govel™ — 
ment stepped in and said ‘no.’ 

“There are four unions in France 
and three are affiliated with politic? — 
parties. All the top executives of th 
CGT union are members of the ce” — 
tral committee of the communis’ 
party. They work for the party 
period. And that hurts productivity: 

“At Peugeot, we're fortunate ie 
cause our factories are in the east ° 
France, away from the center 
political activism. Citroen and T@™ 
bot were hurt by strikes, but Peugeo 
plants stayed open.” 0 


GOOD SERVICE MAKES GOOD SENSE 


Inj, 

Hay Of this year we were introduced to Tricom’s 
monthg , ! dispatching system. In a period of only six 
ment g om we have increased our service depart- 


ing f Profit by an additional 10 percent. We are look- 
Of our ry d to even greater increases when the installation 


a II system is completed. 
Outstanc” Provided by the entire staff of Tricom bas been 
Wway thay find we have found them to be no further 


Dana y, 


When 

Cvervtiing ace and build a new dealership, as we did, 

"ess, busines OF - . . personnel, overhead and, thank good- 

stem, - You really find out the value of a computerized 
Jou really can’t beat the Tri-Freedom as a service 


Stem In a 
n°ble addition, Tricom’s organization is first rate—their 
ank 


en there when you need them. 

<7 Dani’) © President and General Mana, 

Dublin Pontiac—Toyota i 
» Californig 

—_ 
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The Tricom system manages our time rapidly and effi- 
ciently and results in increased profits. Our customers 

know that this means promise times that are accurate and 
appointments that can be kept. Our operation has greatly 
improved and our control of shop loading, dispatching, 
hold for parts, appointments and all other areas of impor- 
tance is remarkable. We like the Tri-Freedom I so much that 
we have ordered the Tri-Freedom II and can hardly wait for 
it to arrive. 

Walter McRae, President, Duval Motor Company 
Jacksonville, 

Florida 


Tricom’s Tri-Freedom systems offer the continuous 
support and quality assurance you need to manage a 
profitable and efficient service department. 

Support and Training. Tricom’s installation specialists show 
you and your department how to make the most of your Tri- 
Freedom system and how to incorporate it in an overall service 
management approach. As specialists in the automotive field, 
we know what your shop needs to reach its full potential. 
Quality Assurance. Tricom’s Quality Assurance team is dedi- 
cated to providing continuous training, service and management 
consulting programs that are tailored to your specific, growing 
needs. Our toll free lines are open 24 hours a day to answer 
questions on the Tri-Freedom systems. 

Increased Profits. Tricom’s systems offer greater customer sat- 
isfaction and increased bottom line profits that will make your 
service center the number one profit center in your dealership. 
To arrange for your personal consultation, call: (800) 621-6977 
Outside California, (800) 621-9579 Inside California. 


3364 Arden Road, Hayward, California 94545 
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Fourth in a series on Excellence in Service 
PE LC: EE VEE I er ee ee 


Take advantage of the growing 
@ business opportunities in auto 
@ body repair with a complete 
Collision Repair System. 
PUM a OO ee re 


Quality. Efficiency. 
Profitability. 


Fast, high quality collision repairs, expanded 
profit potential, and satisfied customers are 
all achievable with the new GM Collision 
Repair System. Specialized equipment suc 
as repair benches, fixtures, hydraulic straig y 
ening equipment, mig welders, and more 4 
combined to match individual dealer needs: 
These new systems: 
® Reduce labor content 
© Reduce skill requirements 
© Provide positive quality control 
© Make floor space more productive 
The Collision Repair System can be tailored 
to up-date your current body shop or to fi 
new body shop requirements. A complete 
system, it is backed up with training and 
other necessary support services that will 
help you quickly increase earnings. 
Our trained field consultants can assist 
you in selecting the Collision Repair Syste™ 
that’s right for your dealership. GM offers it 
dealers attractive prices, direct ordering, pM 
a complete financial package to meet indi- 
vidual needs. To learn more about GM’s 
Collision Repair System, call: 


1-800-GM-TOOLS y 
OD peer 


Equipment 


GM Dealer Equipment 
Renaissance Center 
Tower 400, Suite 1500 
Detroit, Michigan 48243 
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CLOISTERS 


Some call it home of 
the mellow and the 
far out, while others 
Say it’s the devil’s 
~~playeround. But several 
auto manufacturers call 
California the home of 
innovative design. 
\ Here’s a peek inside. 


by Fred M. H. Gregory 
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the GM Advanced 
nler prepares a clay model 
! ia Wines Which covers 
simular. ith 4 thin membrane to 
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riving down from Los Angeles 
on the San Diego Freeway, YO 
get the feel of Southern Califor 
nia as you pass through scores of citi@® 
blending into each other to form thls 
massive megapolis. Downey, Sou! 
Gate, Norwalk, Tustin...places peoP” 
elsewhere never hear of, towns that ar 
vaguely defined even to those who live 
in them. High-rise buildings poOP up 
here and there in this vast spraw! of 
single-family houses, forming center 
of commerce like Newport Beach a 
Santa Ana. 

Mile after mile it’s like this, af 
different from any other in the county: 
To some, it’s deadeningly mediocr 
with none of the vitality of, say, New 
York. To others, it’s the America? 
Dream. 

Between those extremes there’s al 
intellectual battleground where all sorts 
of heavy thinkers have been fighting 
over what California and its culture !P 
resent. There’s no debate, howeve! 
about the state’s importance to the ie 
of the country and, indeed, the world: 
The most populous state, it is also ! ' 
largest agricultural producer. Califor’? 
provides most of what we see on prime 
time television. It’s home for all sorts ° 
nuts, and quite a few genuises. Tre 
begin here. It's an economic giam™ © 
California were a sovereign country: © 
gross national product would put ! 
among the top 10 nations. the 


1 area 


The Golden State’s influence 0” 
automobile industry cannot be unt 
estimated. Dealers know that. Califor! 
is a bigger car market than most cour 
tries. In 1982, 806,847 new cars yee 
registered in Sacramento, the capit® 
That's fully 10 percent of all new 44 
mobiles sold in the U.S. Nearly half 


imports. : 
At Chrysler's Pacifica, an illustrator works on a rendering that will be sculpted into Customer choice becomes obviou 
a plastic foam model. The design center includes two complete studios, offices, an on the road. As the housing tracts thi? 


utdoor display area ana e | dev ont stati ' , “4 
outdoor display area and three model development stations. out and the San Diego Freeway hugs " 


state's spectacular coastline, you cal 
help but notice the Toyotas, Datsun 
Hondas, BMW s and even Mercedes P@ 
ing you. Unlike the Midwest and Nof J 
east, here, the great names of 
domestic car industry are not repr 
sented in their usual abundance. ‘ 
That’s one reason why Detroit de 
cided to establish some outposts int i 


Golden State: embassies, in a sens, 
post! 


what has increasingly become I! 
territory for domestic manufacture!” 
One of these bases is just north of F 
38 Diego, near the pleasant seashore tow 
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ang sbad. As you pull off the freeway 
hs 45 Inland, the road takes you 
ast cand, remnants of an in- 
iy at's being rapidly displaced by 
pala like the industrial park 
| tebe new Pacifica Ad- 
Oduct Design Center. 
Silane Research Park is one of 
Shere ee ously calculated com- 
iacarand, anned right down to the last 
Bie, tree. It's brand new. Only a 
ar, mo + hi have taken residence so 
ness “ae Y high-tech firms doing busi- 
it lelds like electronics and com- 
ture-op; €y provide the optimistic, fu- 
‘ented atmosphere that Chrysler 


as lookj 
Ing fi ’ 
Ceiveg. 8 for when Pacifica was con 


Pacifica ig ; 
Square-foot IS in a modern, 34,000- 


actes of building situated on 2.6 
Modern v.—. Inside, there are starkly 
ut the ¢ Ices and conference rooms, 
Size Enter of activity is a studio the 
Can be : basketball court. Here, cars 
Over by red: modified and mulled 
around es who work in areas 
ate shops © studio's perimeter. There 
ere ey, in other parts of the building 
perimental designs can be 


rans] : 
A led into scale models and even 
” ed cars, 
th 
Sust 9 © Opening of the center, on Au- 


dent sae Hal Sperlich, vice presi- 
“rations rth American Automotive Op- 
Came tob Spoke about how Pacifica 
hrysler i Back in the darkest days of 
With the ©rporation...down in the tank 
Ners Product engineers, the desig- 
r Ag Manufacturers, all the 
Of Very im People...we reached a couple 
Cisig silly decisions. The first de- 
Mfact, be ached was that they would, 
Pretty ON best in class. Now that’s 
BUYS ab Statement from a bunch of 
decisgig Utto go bankrupt, but that’s the 
oF at was taken...and the way 
and te do this was through people 
hnology.” 
former 4 time, Chrysler had few of the 
Nelg little of the latter. But, itused 
Pan ad with telling effect. The com- 
and j < Saved, its loans were paid off, 
Its j agg Was postponed. So, with 
ed oe future assured, Chrysler 
Sdea €r down the line. 
Tent b €rs well know, despite the cur- 
Mobjje Market, success in the auto- 
Cepeng USiness sometimes seems to 
Can reat tc Ow well a manufacturer 
leaves. It takes years fora 
* ee the trip from a designer's 
© showroom floor. At some 
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stage of that journey, a point of no return 
is reached and millions, even billions, 
of dollars begin to flow into all the 
things that need to be done before a 
dealer has a product in the showroom. 
If the car which rolls off the assembly 
line doesn't sell, it’s often because of a 
wrong guess, years earlier, during the 
design process. Experts call it a failure 
to anticipate the market. 

Making the right guess, even with the 
help of the best available market re- 
search, was difficult to do in fairly stable 
times. These days, with so many unfore- 
seen factors influencing car buyers, just 
trying to predict what will sell next year 
is tough. Thinking even further ahead, 
seven or eight years, can be mind- 
boggling. 

So, Chrysler decided that if minds 
were to be boggled, what better place to 
boggle them than in California! As Sper- 
lich put it, “There’s an informality out 
here, there’s an attitude out here...an 
openness that makes change possible. 
That to me is what's different about 
California. The possibility of change 
has a lot to do with the creative process 
itself.” 

At Pacifica, Chrysler plans to have 
about a dozen designers, talented 
young people trained in places such as 
the prestigious Art Center School of De- 
sign in Pasadena, CA. Their job will be 
to literally think about the future and to 
dream up cars that might fit there. Sper- 
lich explains, “The next three or four 
years of cars are already on the 
boards...right on through the '87s...but 
there’s something beyond '87. There's 
the rest of the 80s, and Chrysler intends 
to be best in class in the ‘90s as well.” 

When Pacifica’s young thinkers 
dream up new theories about style, 
form and function, their visions can be 
flashed in moments to Chrysler’s main 
studios in Highland Park, MI, by a 
sophisticated computer system. Pre- 
sumably, the California people will offer 
alternatives to the conventional wisdom 
that emanates from Detroit. Their rela- 
tive freedom will allow them to observe 
and absorb whatever mysterious energy 
there is that makes California such a dy- 
namic place—and such a magnificent 
market for the company. 

Chrysler's search for this kind of 
foresight is not wholly unprecedented, 
however. Nissan, for example, has had 
a design group, called Nissan Design In- 
ternational (NDI), in Southern Califor- 
nia for several years. After outgrowing 


Chrysler Pacifica 
Carlsbad Research Center 
2250 Rutherford Road 
Carlsbad, CA 92008 


General Motors Advanced 
Concepts Center 

2193 Anchor Court Road 

Newberry Park, CA 91320 


Nissan Design International 
9800 Campus Point Drive 
San Diego, CA 92121 


Calty Design and Research Inc. 
(Toyota) 

2810 Jamboree Road 

Newport Beach, CA 92660 


Honda Research of America 
2580 W. 237th St. 
Torrance, CA 90505 


Mazda Product Planning and 
Research 

1444 McGaw Ave. 

Irvine, CA 92714 
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its original quarters, NDI moved into an 
impressive $4.7-million, campus-like 
setting early in 1983. It’s a short drive 
from Chrysler’s Pacifica in La Jolla, a 
fashionable beachfront town just north 
of San Diego. 

The 43,000-square-foot NDI complex 
includes two studios for interior and ex- 
terior designs, complete workshops, a 


“It’s the kind of place 
George Lucas and the 
entire Star Wars crew 

could be very happy in.” 


research library, a walled courtyard 
where models can be displayed out- 
doors in privacy, and even a tennis 
court. 

The engineers and designers at NDI 
have the equipment at hand to bring a 
design from its conception to a full- 
scale model, which can then be sent to 
Japan for evaluation by Nissan’s home 
team. Their task is future-oriented, like 
that of the staff at Pacifica, but much of it 
involves vehicles which have already 
begun the journey toward production. 

Alan Flowers, who was an assistant 
chief designer for both Buick and GM’s 
advanced design studios, joined NDI 
several years ago. “Our work here is fun- 
damentally different,” he says. “For the 
Japanese, this could be Texas, or even 
Paris. They're looking for more of an in- 
ternational feel to their products.” This 
may involve designing new compo- 
nents or interiors that are closer to 
Western, rather than Japanese, tastes. 
“It really runs the gamut from wheels to 
show cars,” Flowers explains. 

Toyota, Honda and Mazda also have 
“think tanks” on the West Coast, doing 
similar jobs, trying to glimpse the future 
through a California perspective. Their 
work goes on with little publicity, and 
their staffs are busy behind closed 
doors designing products and concepts 
which may be in dealers’ showrooms 
tomorrow. 

Not to be outdone by Chrysler and the 
Japanese companies, General Motors 
raised the curtain on its Advanced Con- 
cept Center in Thousand Oaks, a com- 


60 munity just north of Los Angeles, barely 


a month after the debut of Chrysler's 
Pacifica. 

The ACC, as it’s called, is superbly 
equipped. Its space-age hardware in- 
cludes a computerized laser system that 
turns the contours of clay models into 
digital code and transmits it over a pri- 
vate line to GM’s Tech Center in Warren, 
MI, where another machine accurately 
reproduces the model. This way, new 
concepts generated in California can 
undergo tests in, say, GM’s sophisti- 
cated Michigan wind tunnel, without 
the risk of damage in shipping or com- 
promising security. 

GM's California lab also has a com- 
puterized drafting machine that can 
draw full-scale renderings of cars from 
programs created by designers on Com- 
puter Assisted Design (CAD) terminals. 
It’s the kind of place George Lucas and 
the entire Star Wars crew could be very 
happy in. 

GM hopes to reap the same sort of 
benefits from its center as Chrysler— 
fresh ideas that someday will be incor- 
porated in production cars on show- 
room floors. Howard Kehrl, vice chair- 
man for GM, said it best at the ADC’s 
opening on September 30, 1983, “The 
major idea behind this center was to 
create an integrated design, research 
and engineering facility that will focus 
on future automotive design con- 
cepts...California’s trend-setting reputa- 
tion is a powerful magnet for a company 
like General Motors and we think this 
area provides a listening post for emerg- 
ing technology that should be applied 
to future GM products.” 

About 30 designers, researchers and 
engineers are working in the GM center, 
most recruited locally. “We think we 
can keep most current by drawing on re- 
cent thinking from places like Cal State, 
the Art Center, Cal Tech, USC and UCLA, 
to name just a few of the outstanding 
schools in this area,” Kehrl says. Irv 
Ribicki, GM’s design staff vice presi- 
dent, adds, “We're not in a frame of 
mind of bringing people from the Tech 
Center out here and transplanting that 
philosophy into California. We want to 
see the flip side of the record.” 

And, while security is tight (motion 
sensors in each room, a coded card 
entry system and all sorts of cloak-and- 
dagger precautions), GM intends to ex- 
ploit other local talent by working with 
aerospace contractors, computer and 
electronics firms and other high-tech- 
nology concerns. 


The GM mission differs from that of 
the other companies. Ribicki clailM: 
“It's probably more of an R-and-D effort: 
Unlike some of the other centers /" 
California, we're not going to have [this 
team working on 1988 or '89 mod- 
els...back in Warren we've got thosé 
problems solved and just abou! 
launched. Here, we're going to be 
reaching out into the year 2000 a! 
beyond.” 

The Center's mandate is broad. Patt 
of its job will be to “monitor technical, 


social and aesthetic trends” in Califor 


nia, including an investigation into the 
penchant Californians have for buying 
imported cars. 

Whether GM's facility, or any of the 
other centers, lives up to these high &* 
pectations remains to be seen. Idea 
meander slowly through the watershe a 
of giant corporations and the impa© 
that a handful of designers, far from the 
manufacturing centers, can have oF 
policy may seem questionable. G 
Kehrl admits there might be difficullY 
bringing some of these new ideas !" 
product reality. “I suspect it will be . 
gradual process of education,” he say? 
But he maintains that GM is determine, 
to get value out of its investment eve?! 
corporate habits have to change. “We j. 
really pushing for creativity every 
where.” 2 

Kehrl would like to see the GM Ce 
ter develop into a kind of “skunk wo? : 
along the lines of the famous operat? 
at Lockheed Aircraft. There, a brillia™ 
engineer named Kelly Johnson, W% 
ing with a small hand-picked tea™ 
experts, designed such famous ait¢!@ 
as the U-2 and the SR-71 Blackbiré— 
planes that made their mark in the ¥*~ 
intelligence business. 

In any event, whatever comes 
these centers won't have an imme re 
effect on dealers. Still, these studios ® ” 
important to the industry. They are 5? p 
bolic of a healthy, if tardy, recognitl? 4 
by the manufacturers that life exists 9 ; 
side of Detroit. And, if the only thing thé 
comes out of these high-tech cloiste! 
an understanding of California 
buyers’ preferences, then dealers 


out 
diaté 


feel that the investment will have 0° 
more than worth it. However, if the *" 
cars come equipped with hot tubs, "i d 
know whom to blame. 


Fred Gregory is a free-lance writer liv!" 
California. 
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Anglo American 
Auto Auctions Incorporated 


The Stock 
Exchange. 


We're building on ex- 


perience with six of the 
best so you can realize 
increased benefits from 


your automotive stock 
exchanges. 


Invest some time learning 
more about the benefits 
of Anglo American Auto 


Auctions. Send today 


for your free copy of our 
new booklet, “A Dealer's 
and Fleet Administrator's 
Look at Auto Auctions.” 
(For more information circle #7) 


Name 

Title 

Company 
Address 

City, State, Zip 
Type of Business: 


New Car Dealership Used Car Dealership 
QO) Corporate Fleet Administration: 


[) Other; Please Specify 


[J Rental Fleet Administration 


Send to: Tony Moorby, Vice President of Sales 
Central Administration 

Anglo American Auto Auctions Inc. 

Two International Plaza Drive, Suite 600 
Nashville, Tennessee 37217 

(615) 367-0822 


Fred Smith: 

“E.S.P. balances customer 
benefits with dealership 
benefits. 

It keeps customers satisfied 
because they never get large, 
unexpected bills. If they buy 
their cars new, the most 
they'll ever pay for an E.S.P. 
repair is $25. At resale time, 
by trading their vehicles back 
to us, they get most of their 
E.S.P. investment back in a 
higher trade-in value. We’re 
satisfied because we realize a 
substantial profit in the dol- 
lars generated by E.S.P. 


E.S.P. sales are responsible for 


a lot of customer-pay service 


Fred Smith, President, Fred Smith Lincoln-Mercury, 


Independence, Missouri 


* 


work. And it’s strengthened 
our parts business. So we’re 
happy, too.” 

John Bingham, 
Business Manager: 

“With Ford’s Extended 
Service Plan, we’re doing 
the customer a service, 
and I feel very strongly 
about that. 

We describe everything about 
the program. We take our 
time so the customer under- 
stands it. Sometimes, we use 
an example. Let's say you’re 
driving to California with 
your kids on vacation and 
your transmission goes out. 


: 
! 
! 


28 

de h: 
You don’t pay a thousa?? . 
lars and go home. You P* ij; 
twenty-five dollars and dofito 
your vacation. People 


jot Dy 


stand that. We've had 4 
growth in the number ° 5 f0 
people signing up for Hohl 
We've seen our penetra! ef) W 
increase from 44% last Y re 
over 60% this year. Th" i, 
because we get excite® yf 
things that make us mo” a) 
and make our custome!” , 


happy.” to 
Fred Smith: pF 
“It's easier to sell E-> gia 


than an independe® |); 
It’s got Ford’s name be eyo 
And there's the fact th@ 


| Both e 


‘its us 


We're y 
er 
“tthusiastie 


rout selling E.S.P 
ag wuse it benefits us 
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Ne oi, J& left a customer 

Teg q@__ 9 OUt in Phoenix 
S Waiting for an 
repair the car. I 


rs that kind of cus- 


S,a 
With 7 
Ent o 


C customers.” 


sell it with enthusiasm. 


“shonoredby “Alot of people say they 
Incoln-Mercury 


can’t afford to have E.S.P. 
I say they can’t afford not 
to have it. 

If people need their payments 
to be low, that means they 
can't afford a major repair 
problem down the road. And I 
concentrate on that point. If 
something major breaks down 
like the engine, transmission 
or air conditioner — they’re 
going to have trouble coming 
up with the money to fix it. 
For another eight or ten dol- 
lars a month, E.S.P. gives 
them protection that covers 
almost everything. 


(For more information circle #30) 


“E.S.P's a long term 
investment. 
I may not get as much up- 
front money, but my cus- 
tomers keep coming back for 
repairs and service — and 
that’s really important. If I 
keep them coming back here 
for three or four years, then 
I've got a good chance of 
selling them another car, or 
two, or three, and I still get 
their service business. I 
can't lose.” 


EXTENDED 


EP service 
. PLAN 


Ford Parts and Service Division 
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inter omer sold his Mack 
Stoc el moved to Wood- 
Ship fy Manage the dealer- 


Botner As much as : 
loves | IKEs Selling VWs, he @ 


tem © truck industry, and 
lOpdla ae vividly how exciting it was 
eon Part in it. 
Internati, Joined Mack (then known as 
high 3 onal Motor Co.) straight out of 
York ie IN 1917, working in its New 
Month. ae department for $40 per 
Univers: ‘Night, he attended New York 
icky S School of Business. He 
N 199 Ose through Mack's ranks, and 
Manager at the age of 26, was named 
*Ponsible the New York office. Re- 
“amneq 000, sales force of 21, Conner 
Was living high month plus a bonus. He 


for 


New, I ond Was new, the business was 
oy new,” Conner recalls. “I was 
Pera Went out to dinner and the 
Mad two op Very night. | should have 
aSsis to keep up the pace.” 
POsitio Ng after Conner assumed his 
Depressi. wever, disaster struck: the 
. The truck industry, like 
Net wa re. Sround to a halt, and Con- 
Ployee é €d to lay off a long list of em- 
; try 6), ,2tdest decision | ever had to 
“7 2 he Says. 
Men oa Pushed his remaining sales- 
Week '0 drum up business. Every 
Westio 4 sales meeting, he’d put 20 


i 
man s. a hat and ask each sales- 
ae €r one. “I'd ask them about 
atts,’ Products, service and 


> 


Conner worked at Mack until 1936, 
when White Motor Corp. offered him a 
vice presidency. In 1942, he enlisted in 
the U.S. Army and was stationed at the 
Army War College in Washington, DC. 
Between assignments, Conner spent 
most of his free time on the base playing 
tennis, a practice he feared would end 
up in a court-martial. 

“One day, a new general came to 
visit,” he recalls. “He watched us play 
for half an hour, then went to lunch. 
When he came out two hours later, | 
was still playing. He asked to see me 
that afternoon. | was sure my neck was 
on the line. But when I walked in, all he 
said was, ‘My daughter is coming here 
next week. Would you have time to play 
tennis with her?’ That's the army for 
you!” 


Canada Calls 

After the war, Mack enticed Conner 
back with a management job in the New 
York area and the promise of a vice 
presidency as soon as a slot opened up. 
In 1946, the company asked Conner to 
take a temporary assignment as head of 
its Canadian operations. 

“My friends tried to talk me out of 
going,” Conner says. “I was only meant 
to be filling in until Mack could find a 
French-speaking replacement. Nobody 
could understand why I'd want to leave 


Harold Conner in his 
office at Woodstock Garage. 


the country. But | saw real 
possibilities.” 

It wasn’t easy for a New 
Jersey native to run a French 
business in French Quebec. 
Conner didn’t speak a word 
of French when he arrived, but he learn- 
ed ina hurry. Business grew, and after a 
year, Mack offered him the post perma- 
nently. Conner accepted. 

“Canadian industry was waking up,” 
he says. “Everything was growing at 
once. Mining, paper, wood—you name 
it. And we had the ideal heavy-duty 
truck for that fertile market.” 

When a mining company was inter- 
ested in buying a new truck to move ore, 
Conner and his salespeople showed 
them exactly how much it would cost to 
operate and maintain. “We'd send an 
engineer out to Ontario or northern 
Quebec to study the situation,” Conner 
says. 

“He'd determine the cost per ounce 
to move the ore, and the cost per mile to 
operate the truck. With those figures in 
hand, we'd prove that even though the 
initial price of a Mack was higher, the 
customer would save money in the long 
run. When you're operating a fleet of 50 
to 100 trucks, at $40,000 to $50,000 
apiece, that’s very important.” 

Conner turned Canada into Mack’s 
number-one market during his tenure. 
He worked under nine presidents, and 


Garv James is the senior editor of Automotive 
Executive magazine. 
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befriended one other—Mack’s current 
board chairman, Al Pelletier. In 1959, 
Conner took his expertise and branched 
off on his own. With funds borrowed 
from the Royal Bank of Canada, Conner 
established an independent Mack dis- 
tributorship in Quebec. 

“Everybody at Mack was helpful,” 
Conner says, “especially the treasurer. 
They wanted me to do well. | couldn't 
have done it without their support.” 
Under Conner’s direction, sales grew to 
more than $20 million annually. 


The Woodstock Connection 
Two years earlier, as an investment, 
Conner bought Woodstock Garage. His 
wife was born and raised in Vermont, 
and the region had always appealed to 
them both. For years, Conner juggled 
the demands of several businesses— 
the truck distributorship, Woodstock 
Garage, a John Deere outlet and others. 
It wasn’t until 1970, at the age of 70, that 
he decided to concentrate on cars. 
Conner’s home of Woodstock is a 
picturesque town of 3,500 nestled in the 
foothills of the Green Mountains. Fa- 


mous for the architecture of its houses 
and churches, Woodstock is consid- 
ered one of the most beautiful villages 
in America. Each year, visitors come 
from all over New England to enjoy the 
colorful fall foliage and quality skiing. 

Because of its affluent population, 
Woodstock is a_ better-than-average 
place for business, Conner says. 
“There’s a lot of wealth here,” he says. 
“Our residents tend to be business and 
professional people who work in 
nearby towns, along with retirees. The 
recession didn’t hurt us much.” 

Like its owner, Woodstock Garage 
dates back to the turn of the century. 
Conner’s original facility was built 
around 1890. First used for overnight 
storage, the facility was converted into a 
garage in 1910. Since that time, it has 
served as a service center and dealer- 
ship. In the mid-1960s, VW asked Con- 
ner to improve the facility, and he built a 
new store down the street on Route 4. 

Last year, Woodstock Garage sold 
just under 200 cars, an improvement 
from the 155 sold in 1982. The last few 
years have been tough, with sales con- 


Conner confers with salesman Bud 
Spalding and sales manager Lou LaBounly: 


siderably lower than the peak of a 
during the Beetle’s heyday. Part of th@ 
drop, says sales manager LaBounty: 
comes from increased competition. 

“Fifteen years ago, we didn't have at 
Japanese competitors,” he says. 
was unique in its. price range, @ 
people knew that.” 

Today, Woodstock Garage 
competition from Datsun and Toy?’ 
dealerships in nearby West Lebano™ 
and Mazda and Subaru in White Riv” 
another neighbor. In Woodstock itsell 
Woodstock goes head-to-head wit 
Gerrish Motors (Mercedes Be™ 
Honda, Porsche-Audi), F.A. Richmo™ 
(Ford) and A&B Motors Inc. (Saab): 

To increase revenues, 
Garage turned to used cars. ’ 
about 150 in 1983, and used-car re 
nues were up about 50 percent. “Dull? 
down cycles, used cars really pick 
the slack,” LaBounty says. “As a resu™ 
we've never had a loss year.” r 

Still, Conner expects better perl 
mance from the new-car departmem | 
'84. “I'm excited about VW's new j 
campaign,” he says. “For the first 
we're promoting all the VW mode 0 
Cars like the Jetta and the Quantu™ 4 
longer will be the industry's best 
secrets.” 

Conner is also anxiously awa! b 
VW’s successor to the Rabbit, due 0 0 
introduced this fall. “The Rabbits i 
years old,” he says. “That may be. e 
right in Europe, where consume! I j 
their models to stay the same, bul he 
people demand change. The pub” 

(Continued on pag© 
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MIC. the Mark of Excellence in Auto Insurance — ee 
for GM Dealers and their Customers. ce S 


+ (For more information circle #35) 


74 


During a recent visit to Mack headquarters 
in Allentown, PA, Harold Conner was 
presented with a “presidential” pen and 
pencil set by board chairman Al Pelletier. 
Pelletier, who started with Mack in Toronto 
in 1952 as a shop foreman, worked under 
Conner while he was head of Mack's 
Canadian operations. 


(Continued from page 70) 
ready for a new VW in that price range.” 
Conner says the main difference be- 
tween the car business and the truck 
business is that with cars, you must 
cater to the public’s finicky tastes. “A 
truck customer only wants to make sure 
he gets the right equipment for the job. 
A car customer, on the other hand, al- 
ways wants the car in a certain color ex- 
terior and interior, and that’s never the 
one you have on the lot.” 


Personal Attention 
Woodstock Garage must be matching 
its customers with their cars, however, 
because the majority of its business is 
repeat. The dealership does very little 
advertising—only a few lines a week in 
the local newspaper—and relies mostly 
on word of mouth for new business. 
One of the dealership’s strengths is 
its service department. Conner, since 
his early days with Mack, has always 
placed heavy emphasis on service. At 
Woodstock, his office is separated from 
the shop only by a door. Any time he 
wants to see how things are going, he 
only has to look around the corner. 
Woodstock Garage’s shop, like the 
dealership, is small. A staff of seven 
mechanics, one service writer, a man- 
ager and a foreman work on about 25 to 
30 cars per day. The shop attracts busi- 
ness from many neighboring towns, 
partly because of a free shuttle service it 
offers twice a week to Hanover, NH. 
“We're a little off the beaten path,” Con- 
ner says, “and this makes it easier.” 
Road testing is another extra. Accord- 


ing to service manager Dick Hamann, 
Woodstock Garage takes all major re- 
pairs for a spin before turning them 
back to the customer. “We give our Cus- 
tomers as much personal attention as 
we can. We win and lose business 
based on the quality of service we ren- 
der.” 

Woodstock Garage charges $22 per 
hour for service. Hamann would like to 
raise that a dollar or two, but Conner re- 
fuses. “As long as we’re turning a profit, 
| hate to raise prices,” he says. “The cus- 
tomer sees the corner gas station charg- 
ing $12, and he doesn’t understand why 
we should be any higher.” 

Employees describe Conner as a de- 
manding but fair boss. “If you want a 25- 
cent raise, you have to bargain for every 
cent,” says salesman Ray Davis. “But if 
you need $500 to pay a hospital bill, 
he’ll lend it to you without blinking an 
eye.” 

“He’s sharp as a razor,” adds La- 
Bounty. “We sit here doubled over our 
calculators for hours every month doing 
the final figures, and he does it faster 
with pencil and paper.” 


An Achiever 

For Conner, business goals remal 
ple: to continue building sales and © 
joying the friendships that develop fro 
that growth. As important as Woodstoe 
Garage is to him, it’s not his life, he say" 
Evidence of that is found in a rec® 


n im 


: F . ny 
project he’s launched with his a 
Jonathan, to improve the local il 


tauquechee River. Conner is ais! f 
funds to beautify the river in memory 
his wife’s father, John Titcomb, a for™ 
Vermont fish and game commission’ 
The project will develop a better hab! 
for canoeing, swimming and fishiNS: 

“| may not be young anymore,” say { 
Conner, “but I still have dreams. a 
this river saved so it can be enjoy®” 
my grandchildren, and my grand¢ d 
dren's grandchildren.” 


oe ee i el 


Editor’s note: In late 1983, Conne! sold 
Woodstock Garage to Miller Aul? af 
But this doesn’t mean Conner is call a 
it quits. Miller has retained him @ 
consultant on a five-year contract. 
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aa Today, Dyatron offers everything from the smallest pad post 
Mailin system to the largest in-house system to allow you freedom to choose and tailor 
computer services to suit your particular size and preference: 


may tttage —the nation’s best batch system, offering And more importantly, we offer the broadest array | 
bined with In hardware and service flexibility com- of application software packages available today (in- | 
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to serving automobile people. 
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One for all. 


Any car. Any budget. ASC gives 
you the options that upgrade 
both customer satisfaction and 
your profit picture. 

American Sunroof Company 
introduced the sunroof to the 
American automotive market- 
place. ASC leads the industry 
with top quality open-air prod- 


asc. 


‘Where Ideas 
Become Reality’ 


mM 


ucts, from affordable pop-tops 
to state-of-the-art electric re- 
tracting and venting sunroof 
systems. 

ASC’s extensive OEM and 
aftermarket experience assures 
you the dependability and qual- 
ity your customers demand. 
ASC offers prompt, profession- 


American Sunroof 
Company 

A division of 

ASC Incorporated 


One Sunroof Center 
Southgate, Michigan 48195 
(313) 285-4911 
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Springfield 
Nevada 
Valley Van Works 
Las Vegas 
New Jersey 
Purich Inc. 
American Sunroofs 
Bogota 
Auto Sunroof 
Cinnaminson 
Autobahn Custom Car 
Middletown 
Atlantic Custom 
Coach Works 
Pleasantville 
New York 
American Auto & Plate Glass 
Albany 
Clearview Sunroof & T-Top 
Bay Port 
Air Surrey East 
Belimore 
Empire Custom Coach 
Brooklyn 
MacGregor's Custom Coach 
Brooklyn 
Metro Coach & Sunroof 
Huntington Station 
Auto Sunroof of Larchmont 
Larchmont 
Long Island Custom Coach 
Work 
Farmingdale 
Humer & Binder 
New York 
Jetco Auto Service 
Poughkeepsie 
American Sunroof 
of Rochester 
Victor 


North Carolina 
Carolina Sunroot 
Charlotte 

T-Tops, Inc 

Garner 

American Conversion 
Mt. Airy 

C. &C. T-Top Shop 
Fayetteville 

Ohio 

Jim Hayden 
Cincinnati 

Ohio Auto CustomCraft 
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N. Charleston 
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General Industries of Tenn 
Chattanooga 

Texas 

ASC CustomCraft of Dallas 
Dallas 

National Auto Sound 
Houston 

Ramirez Tire Center 
Laredo 

ASC CustomCratt of Dallas 
San Antonio 

Utah 

Custom Van of Utah 

Salt Lake City 
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J/S Custom Auto World 
Redmond 

Wisconsin 

Erickson Auto Trim 
Racine 


Canada 

Automotive Sunroot 
CustomCraft (ASC) 

Mississauga, Ontario 

Newmarket Glass Center 

Newmarket, Ontario 

Automotive Sunroof 
CustomCraft (ASC) 

Pickering, Ontario 

Custom Coachcraft Corp 

Regina, Saskatchewan 

G. Lebeau Ltd 

Montreal, PQ 

Select Auto Glass 

Hamilton, Ontario 

Miotto Custom Auto Trim 

Toronto, Ontario 

Dima's Auto Trim 

Windsor, Ontario 


National Automobile Dealers Charitable Foundation 


1983 CONTRIBUTORS 


Automobile Dealerships 


Sunset Motor Co. Inc. 
Anchorage, AL 
Longo Toyota 
El Monte, CA 


David J. Phillips Buick Pontiac Mazda 


Laguna Hills, CA 

Thorson GMC, Buick Inc. 
Pasadena, CA 

Richmond Mazda 
Richmond, CA 

Dan Hedrick Chevrolet 
San Fernando, CA 

Toyota of Santa Maria 
Santa Maria, CA 

Cardinal Buick Inc. 
Manchester, CT 

Bob Lincoln Inc. 
Ft. Myers, FL 

Shaw & Keeter Motor Co. Inc. 
Gainesville, FL 

Granger Olds Inc. 
Countryside, IL 

Walter Peckat Co. 
Maywood, IL 

Village Pontiac-GMC Inc. 
Naperville, IL 

Packey Webb Ford 
Wheaton, IL 


O’Daniel Ranes Oldsmobile Inc. 


Evansville, IN 


Gillespie Pontiac Olds GMC Inc. 


Boone, IA 
Marv Hartwig Inc. 
lowa City, IA 
Logan, Haggin and Cooper 
Georgetown, KY 
Sam Swope Pontiac Inc. 
Louisville, KY 
Edgar Chevrolet Inc. 
Jeanerette, LA 
Duplessis Cadillac 
Baton Rouge, LA 
Pape Chevrolet Inc. 
South Portland, ME 
Barrett Chevrolet Olds Inc. 
Berlin, MD 
Muzi Ford City 
Needham Heights, MA 
Victor George Oldsmobile Inc. 
Flint, MI 
Red River Motor Co. 
East Grand Forks, MN 


Charles Brock Oldsmobile Inc. 
Hazelwood, MO 

Midway Ford Truck Center Inc. 
Kansas City, MO 

Fred Broeg Chevrolet Co. 
St. Louis, MO 

Myers Implement & Motor Inc. 
Warrenton, MO 


Tulley Buick Pontiac BMW Co. Inc. 


Nashua, NH 

Brogan Cadillac of Ridgewood 
Ridgewood, NJ 

Maplecrest Lincoln Mercury Inc. 
Maplewood, NJ 

Pat Tersigni Oldsmobile Inc. 
Phillipsburg, NJ 

R.J. Konner Oldsmobile Inc. 
Westwood, NJ 

Meadowlands Toyota 
Woodbridge, NJ 

Van’s Midtown Volvo Inc. 
Albuquerque, NM 

Guy Chevrolet Co. 
Artesia, NM 

Howard Holmes Inc. 
Elmsford, NY 

G.C. Volkswagen 
New Hyde Park, NY 


Dick Haskins Oldsmobile-GMC Truck 


Inc. 
North Syracuse, NY 

Keyser Bros. Cadillac Inc. 
Williamsville, NY 

Gate City Motor Co. Inc. 
Greensboro, NC 

Lee Motor Co. Inc. 
Wilson, NC 

R&R Truck Sales Inc. 
Akron, OH 

Jaguar-Cleveland Motors Inc. 
Cleveland Heights, OH 

Jack Robbins Porsche-Audi Inc. 
Oklahoma City, OK 

Springfield Motors Inc. 
Springfield, OR 

Heritage Datsun Inc. 
Chadds Ford, PA 

Sutliff Chevrolet Co. 
Harrisburg, PA 

Wilkie Buick Co. 
Philadelphia, PA 

Jim Sarvas Dodge Inc. 
Sharon, PA 

Pulliam Motor Co. 
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Columbia, SC 

Boyle Toyota Inc. 
Sumter, SC 

Lindsay Cadillac Co. 
Alexandria, VA 

Reid Chevrolet Oldsmobile Inc. 
Culpeper, VA 


Koons Pontiac Oldsmobile GMC Inc. 


Manassas, VA 

Martin Chevrolet Sales Corp. 
Richmond, VA 

Tysons Toyota Inc. 
Vienna, VA 

Dodge City of Wauwatosa Inc. 
Wauwatosa, WI 

Seabury Chevrolet Inc. 
Yuma, AZ 

Bill Luke Chrysler Plymouth Inc. 
Phoenix, AZ 

Crevier Motors 
Santa Ana, CA 

Toyota of Whittier 
Whittier, CA 

Steve Moore Chevrolet Inc. 
Lake Worth, FL 

Reeves Import Motor Cars Inc. 
Tampa, FL 

Hubler Chevrolet Inc. 
Indianapolis, IN 

Fairchild Buick Cadillac 
Ashland, KY 

Sam Swope Pontiac Inc. 
Louisville, KY 

R. H. Long Motor Sales Co. 
Framingham, MA 

Somerville Auto Sales Inc. 
Somerville, NJ 

Hancock Buick Co. 
Columbia, SC 

Frank Davis Buick-AMC 
Nashville, TN 

Al Parker Buick Co. 
Houston, TX 

Howard Thornton Ford Inc. 
Frisco, TX 

Hayes Brothers Buick-Opel-Jeep 
Salt Lake City, UT 

Vaughan Chevrolet-Cadillac Inc. 
Lynchburg, VA 

Dick Strauss Ford Inc. 
Richmond, VA 

Boulevard Import Service 
Richmond, VA 

Rosenthal Chevrolet 
Arlington, VA 

Lindsay Cadillac Co. 
Alexandria, VA 

Wilen Cornforth Motors 
Puyallup, WA 

Autohaus Pompano Inc. 
Pompano Beach, FL 

Lombard Motor Sales Inc. 


Monroeville, PA 
R.J. Chevrolet 
New Kensington, PA 
Bell Pontiac GMC Inc. 
Loris, SC 


Individual Dealers 


W. Price Hightower 
Birmingham, AL 
J.M. Quinlan 
Clearwater, FL 
Robert P. Wiese 
Kokomo, IN 
Bertrand A. Feiber 
Bogalusa, LA 
John R. Daigle 
Fort Kent, ME 
Bernard E. Kuhn 
St. Clair, MI 
Robert J. Maguire 
Princeton, NJ 
Robert M. Burd 
Washington, NJ 
M.H. “Doc” Yager 
Niskayuna, NY 
Richard M. Barrett 
Poland, OH 
Jack Thomas 
Lebanon, OR 
Robert Herzog 
Portland, OR 
Charles A. Bott 
Philadelphia, PA 
Henry Billion 
Sioux Falls, SD 
Gordon Roundtree 
Waco, TX 
John S. Hinckley 
Ogden, UT 
Armand Moceri 
Sumner, WA 
William C. Turnbull 
Huntington, WV 
Jimmie Jenkins 
Brookfield, WI 


Manufacturers and 
State Associations 


Arkansas Automobile Dealers 
Association Services Inc. 
Little Rock, AR 

Florida Automobile Dealers 
Association 
Orlando, FL 

South Florida Automobile Dealers 
Association 
Miami, FL 

Missouri Automobile Dealers 
Association 
Jefferson City, MO 


Montana Automobile Dealers 
Association 
Helena, MT 

Nebraska New Car and Truck Dealers 
Association 
Lincoln, NE 

New Jersey Automobile Dealers 
Association 
Trenton, NJ 

Greater New York Automobile Dealers 
Association 
Brooklyn, NY 

Pennsylvania Automotive Association 
Harrisburg, PA 

New Car Dealers Association of 
Metropolitan Dallas 
Dallas, TX 

Wisconsin Automobile & Truck 
Dealers Association 
Madison, WI 


Other Gifts 


Universal Underwriters Insurance 
Company Inc. 
Kansas City, MO 


Memorial Gifts 


Arizona Automobile Dealers 

Association Services 

In memory of Harold B. Shorb 
Frank Davis 

In memory of Grace Davis 
George Irvin Chevrolet 

In memory of Arch Warder 
George Irvin Chevrolet 

In memory of Healy Dowd 
George S. Irvin 

In memory of Grace Davis 
Texas Automobile Dealers Association 

In memory of John M. Holt ; 
Texas Automobile Dealers Association 

In memory of B. B. Martin 
Texas Automobile Dealers Association 

In memory of Don MacLeod 
Gene N. Fondren 

In memory of J. H. Compton 
Texas Automobile Dealers Association 

In memory of Mary Blanche See 
Robert P. Mallon 

In memory of Healy Dowd 
Robert P. Mallon 

In memory of Grace Davis 
Robert P. Mallon 

In memory of Ed Flandro 
Robert P. Mallon 

In memory of Arthur Kenney 
Symes Cadillac Inc. 

In memory of Jack C. Symes 
William C. Turnbull 

In memory of Grace Davis 


"ARTICIPATE 
IN THE 
FUTURE 


icipate in 
Our Clients 
Clal and in 
te lend 
mee and major insurance producers, 


The Growth. For ten years, the 
rts of the Lloyd Andersen Companies 


icipa 
es The Profits. 1984, the dawn of our 
€ unfolds with record earnings: 


i) y 
remiums in excess of 
A million 
ro 
SS revenues in excess of 
tay million Including Dealer Participation 
NSurance coverage in excess 
-4 billion 


N 198 ee 
; 4 Participating dealers will receive over 
in Auto Financing and Profits 


b= | 
Qa 


Cipate In 
e Nation's 
© Combine 
ative fin an 
’ long. 


The Integrity. Through interaction 
Most prestigious insurance carriers, 
d assets total over $45.9 billion, our 
Cial and insurance strategies assure 


For fy 
Dap rther informatio 
vation programs, see us at the 


NADA, Booth 702 


F or 
°F Califgc al! (800) 552-5442, 


rnia only (800) 524-5442. 


i) 
® Insurance Company 


have successfully produced specialized 
Surance services to volume automobile 
€rs, manufacturers, distributors, dealer 


term relationships and dealer profits. 


iL 


Major} 

y nNsu 

+ T se — Affiliates: Property and Casualty insurance Companies: American International Group (AIG) * CIGNA (The Aetna Insurance 

- tiona Noumea ene Company) « INSCO, Ltd. (a subsidiary of Gulf Oil Company) ¢ Great Global Assurance Company * Canal Insurance Company * 
Sureg ompany © Life Insurance Companies: North Central Life Insurance Company * Life Assurance Company of Pennsylvania * 


Participate With The Lloyd Andersen 
Companies: 


Lioyd Andersen & Associates, Inc. 
Financial and Insurance Services 
Specialized Administrative Services 


Lioyd Andersen & Company, Inc. 


Service Contracts 
Credit Life and Disability Insurance 


Prevent-A-Crime International, Inc. 


Theft Deterrent Systems and 
Automotive Chemical Products 


Kansas City Marketing, Inc. 
Automotive Specialty Products including 
Private Label Service Contracts and 
Private Label Auto Travel Clubs 


Loan Guarantee Insurance Agency, Inc. 
Specialized Lender Insurance Programs 


Marketing Assistance Corporation 
Specialized Financing Programs 


The Liloud Andersen 
Companies 
Dedicated to Innovation and Excellence 


(For more information circle 437) 


DEALERSHIP PROBLEMS? 


(aa) 
THE PROBLEM SOLVERS CAN HELP 
(PS. NADA) 


(703) 821-7080 


Proven Services for nap) car & truck dealers 
@ © é 
20 Groups , Sales Trak 
Insurance Trust = Fstate Planning 


Service Systems Retirement Trust 
Management Education American Truck Dealers 
Dealer Candidate Academy Conventions & Expositions 


(For more information circle #43) 


It’s a 
DANDY! 


The Newspaper Advertising Bureau 
announces the winners of the 
11th Annual DANDY Awards for 
outstanding auto display advertising 
in newspapers during 1983 


Checklist for aGood Auto Dealer Ad... 


Best Campaign by a 
Dealer Association 


The New York District Ford 
Dealer Association 

4 Agency: The Gallagher Group 

New York 


Best Single Ad by a 
Dealer Organization 


a 


ae 


Metro Milwaukee Chevy PONTIAC » _MAZ "DA © ISUZU 


Dealers 
Agency: Hoffman York and 
Compton, Milwaukee 


Tie . winter 


by storm. At a price | 
wont leave you cold. 
Best Campaign by an en = 
Individual Dealer, O 0) bat : 
daily newspaper with x a 
more than 100,000 hee oy nee ae 
circulation mihasey se TE 
ae “er ee | 
Hine Pontiac-Mazda-Isuzu — Metro 
San Diego e y wWLZ2 se 
Ad developed by the Dealers. 
San Diego Union/Tribune 
1. Use a dominant graphic 3. Use a simple layout 
2. Use a benefit headline 4. Make your copy complete 
Redeem this coupon Redeem this coupon 
for °2,000 for *1800 


ona Buick Regal ona GMC '2 Ton Sierra Classic 


r= WORTH $2,000 a cg ER eeprom 


WORTH ‘1,800 
19m3 BLICK REG AL “TDR. SEDAN . 
| TWO TO CHOOSE FROM - 
a ” > “ TOWARD THE PURCHASE OF ANY 
: — 1983 GMC 4% TON 


2 


3G) 
STERRA CLASSIC 


2,000) 


TTaSwnarnanartant filer sci} Pl ompce niet NEC | 
: ae — am _ : add “ um i Weomre spe | i 
PONTIAC BUICK GMC SUBARU 
WILKINSON, IN 
LS. Tens Ave 779. 1000 Bevan TX 
Best Campaign by an Individual a 
Dealer, daily newspaper with less PONTYD WILMION Ne 


than 100,000 circulation “""" spe = 


Ted Wilkinson Inc. Pontiac-Buick-GMC 
Ad developed by the Bryan-College Station 
89 Eagle Newspaper 


Best Single Ad by an 
Individual Dealer, daily 
newspaper with more than 
100,000 circulation 


Haywood/Clarke Porsche-Audi 
Richmond, VA 
Agency: Doug Burford Advertising 
Richmond 
Best Single Ad by an 
, : Individual Dealer, daily 
S ; , 
Ifyoujusthad 3500. newspaper with less than 
a Roles oa" od 100,000 circulation 
. wan S SS AS For the first time in DANDY history, 
Sisevellehapnenie "Theyre the judges awarded a three-way tie. 


: There were hundreds of entries in 
this category and the judges believed 
the final three selections were 

equally creative in terms of 
” Ee” SS: See excellence, marketing and impact. 
HAYWOOD/CLARKE ~~; 
PORSCHE AUDI Believe it . 
6 ps Son ONot » 
7 NEGO crore > Se 
mms 
Qe imisz, Sl bY RY 
A ee aoe) AY sh 
5. Be specific about details 


6. Stick toa recognizable style 


| ee’ 7007 SES ets 

DMT see STAAL 
2 fy ‘eae Be | 
jx Cacllos Only : | SSR, eho ernmew Lala Sse 
Y ¢ — "5 Turnpike Chevrolet | §6gmmane m-menmoressm wer mae | 
| 


Charleston, WV | ag 
Ad developed by the |4- "agai. Tharerngpiice: 


A% 
Charleston newspapers 


SPECIAL EVENING 


ef PO HEE 


Dennis Dillion 
Olds-GMC-Mazda 
Boise, ID 

Agency: Art Voornas 
Boise 


This one picture may be worth a thousand words 
. ws a But one test drive...now that'll leave you speechie 
4ist and 1-29 
336-1391 
Ben. * 
Hur Ford, Sioux Falls, SD ’ 
tS 


developed by the Argus Leader 
Newspaper 
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MAKE THE MOST OF TOMORROW... 
TODA) 


You can live forever! 


ZS 
— 
= 


Your assets can work for your heit® 
for years to come. 


e If you plan your estate to protec! | 
those you love to their best adv?” 
tages 


e Ifyou take protective laws into co” 
sideration as you plan your est4 


e If you make sure your busine . 
will continue to provide infla}0 
protected income for your heirs 


Let a professional estate planner helP 
you! He knows the laws and he kn0 
how to plan for your money to keé 
working for you through your hei’* 


the National Automotive 
Insurance and Service 
Agency, Inc. 


You have worked hard, risked your savings and 
vestments to build an estate. Keep it in the fa 
mai, keep it working for your heirs. 


NAISA’s professional 
estate planners can 


Call or write: NAISA help you. 
8400 Westpark Drive 
McLean, VA 22102 


(703) 821-7270 
(For more information circle #49) 9 


BEFORE YOU PAY 
$8,000 OR MORE 


FOR A NEW CAR 
READ THIS 


/ 
fay, 
44% 


egr's 


FIND OUT FOR YOURSELF ... VISIT OWE OF THESE DEALERS 


te 
a -~ 

Se ene — — 
SS 


Best Campaign by a 
Multi-Line Group 
(Dealer Trade 
Association) 


Richmond Automobile 
Dealers Association, 
Richmond, VA 

Ad developed by the 

/ Richmond Times-Dispatch 
I’M CONVINCED 
TODAY’S BEST VALUE 
IS A NEW CAR 
READ WHY 
Sats Ce, 
sees == Ben 


FIND OUT FOR TOURSEL! VISIT OME OF THESE OLAL ERS 


7. Let white space work for you 


8. Price it right 


9. Ask for the order 
10. Work with the pros 


THIS SUMMER 


j auaar Ber linettans 
pha anew Z 2k with the meredible 305 cubac inch L 69 engone 
bale 5 speed transmissions. So get yours now, see your 
hevrolet Dealer today endenh 4 thes summer’ 
PS Its gonna be a Camaro summer 
COLMA STEWART CHEVROLET 
PACIFICA ED CORDERO CHEVROLET 


Best Use of Color 


(Car in the ad was fire- 

engine red) 

Northern California Chevy 
Dealers Association 

Agency: Allen and Dorward 
San Francisco 


Judges: 


Carolyn Jones, Mingo-Jones 
Advertising Inc., New York 

Jared Rosenberg, Warick 
Advertising, New York 

Noreen Welle, Automotive 
Executive, McLean, VA 


SAN BRUNO LES VOGEL CHEVROLET 
SAN FRANCISCO DAVID VARNER CHEVROLET 
ELLIS BROOKS CHEVROLET 


The Elegance of Genuine Leather 


Fou pride of ownership 


Give your customers a valued option -- the 
feel and excellence of leather. Genuine 
leather upholstery provides an aura of 
quality that cannot be matched by any 
other material. Sell quality, beauty and 
comfort while increasing your profit. 


Only genuine leather wears as well as it looks. 


2501 M Street N:W. 


xy AUTOLEATHER GUILD 
Washington, D.C. 20037 


(For more information circle #10) 


Experience Significant Profits Before You Buy! 


395 per month. 


For more information, call TOLL FREE. 


1-800-445-9262. 


(In Nebraska: 308-384-9747.) 


Chie 
Needed Hew rental program has eve wo 
We ng exh for precision collision repair. 
DNelug des “am to buy or rent. Each rented 


essary pulling 
oe Sec alignment and 


le om 
Stands Joadin g equipment, two wheel 
Manu. Six manufacturer's specifications Wet Chief | Te ay egy 


tome Us and | accessories for standard “n A BSE ey, 
Sch Bol eat O ne free Chief Training Precision OF SIE ZO8 
™Mpletes the system package for | . 


(For more information circle #21) 


Not just rust protection. A complete line of 
services. 


Ziebart® means more than just rust protection. 
Ziebart means paint protection. Interior protec- 
tion. Vinyl top protection. Splash guards. And more. 
They all give you the opportunity for more profit. 
They're all backed by a complete marketing sup- 
port program that includes national sitter 
merchandising materials and training for your staff. 
And because they carry the Ziebart name, they're 
all quality services designed to make you and your 
customers happy over the long haul. 

No warranty hassles, ever. 

Nobody can top Ziebart Rust Protection for the 
way it protects cars. And the Ziebart Rust Protec- 
tion warranty* really protects you and your cus- 
tomers, too. Because it’s a hassle-free warranty 
that's supported by your local Ziebart Dealer. And 
it's backed by one of the nation’s major insurance 
companies. So in the unlikely event a problem ever 
= it's not a problem you'll have to worry 
about. 


* See your dealer for warranty details. 


Beautiful profits 
without ugly hassles. 


Full-time service help just down the street. 
Your local Ziebart Dealer is the key to what makes 
Ziebart's New Car Dealer Program so success- 
ful. He's not a phone number in some far-off town. 
He's a friendly face just minutes away from you. 
So he's available when you need him for help with 
training, displays and literature. And he’s work- 
ing with a flexible Ziebart program. So he can 
tailor it to fit your particular needs: your shop or 
his, your personnel or his, or a combination. 


The best name in the business. 

Ask your salespeople what they’d like to sell. Ask 
your customers what they'd like to buy. The an- 
swer is Ziebart. It's a quality line to go with the 
quality cars you sell. We believe we can substan- 
tially increase the sales of protection services at 
your dealership. And that means more profit for 
you. So get with the line that'll give you beautiful 
profits without ugly hassles. Just call Dick Bass 
toll-free at 1-800-521-1313 (Mon-Fri, 8 a.m. - 5 p.m. 
EST). And start looking forward to a profitable 
long-term relationship with Ziebart. 


SOCC@S 
Nobody 


© 1984 ZIEBART CORPORATION 


Come and see us at Booth 385. 
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ATD: Serving Members with Truck Franchises 


any automobile dealers and 
others have a limited knowl- 
Dealers edge of the American Truck 
ate ofte (ATD) division of NADA. They 
‘ i unclear as to its purpose and 
Ure Onship with NADA. They are un- 
Who should be members of ATD, 
Wo what advantages membership 
uld bring. 
ee formed in 1970 to meet the 
kee €eds of NADA members selling 
Membe, and heavy trucks. All ATD 
N S are automatically members of 
ec. receive full NADA services. 
ities and truck dealers have 
Crests in common, and that is 
'S part of NADA. Some of the 
Who sell medium and heavy 
en Sell cars or light trucks. The 
for thick 'on adds specialized services 
Common dealers that go beyond the 
ers, heeds of car and truck deal- 


ATD 


Member 
Iranchig 


dealers 
Inucks al 


fepresents more than 1,600 
S with a total of nearly 2,200 
" ag Almost two-thirds of the 
Ohe-thica exclusively truck dealers, 
Peration ird combine their heavy truck 
“1S with car sales. 
'S Soverned by a committee of 
2 “ey dealers from each of the 
Committe « makes. The 10-member 
Year tor elects a chairman for a two- 
the , who serves as a member of 
ing t : A Executive Committee, assur- 
and q.. ~ealer input into NADA policy 
*Clsion-making. 
NAD, Provides the same functions as 
the tr, Ut with a focus on the needs of 
Sent dealer. For example, ATD pre- 
feders) -V!€WS of truck dealers to the 
Watch, -overnment, and acts as a 
Affect a ©n government actions that 
SS j rs. ATD’s most notable suc- 
ie. was obtaining dealer 
and on ge € excise tax on truck parts 
€dium trucks as part of the Sur- 


r ‘ 
NSportation Assistance Act of 


m, . 


r s % 
Was shites ins tax on heavy trucks 
€d to the retail sale, eliminat- 


ATD Functions & Services 


ATD is the American Truck Dealer 
division of NADA. It is the only 
national organization serving and 
representing the special needs of 
the franchised retail medium and 
heavy duty truck dealer. Many 
dealers are unaware of the many 
benefits ATD offers: 


@ Government Relations 

@ Dealer Management 
Education 

@ Truck Dealer 
Convention 

@ ATD Communications 

@ All NADA Services 


ing the need for the dealer to “finance” 


the tax between the time of inventory 


and sale. Since this major tax bill be- 


came law in January 1983, ATD has pro- 
vided clear and concise information to 
members on the hows and whys of deal- 


ing with these complex procedural 
changes. 
ATD disseminates important infor- 


mation to its members in many ways. 
The ATD monthly newsletter provides 
timely information and analyzes the 
news as it affects truck dealers. In addi- 
tion, management guides and bulletins 
tailored to the special interests of truck 
dealers are sent to all ATD members. 
Topics include dealing with customer 
bankruptcy, truck-dealer product liabil- 
ity, cash management, explaining the 
rule of 78s and a detailed question-and- 
answer quide on how to deal with the 
FET on heavy trucks. 

ATD also sponsors the annual truck 
dealers convention and _ exposition 
each April. This includes seminars, 
workshops, speakers, make meetings 
and a superb product display, all de- 
signed to help dealers keep up to date. 
Finally, direct “one on one” telephone 
communications is one of the greatest 
values of ATD membership. Each year 
ATD’s professional staff fields hundreds 
of calls from members on questions 
that vary from tax administration and 
regulatory activities to accounting pro- 
cedures and management techniques. 
This immediate dealer access to accu- 
rate information has made an impact on 
day-to-day business decisions for many 
dealers and, as a result, has saved many 
business dollars. 

ATD speaks for America’s truck deal- 
ers. In legislative and regulatory affairs, 
ATD is supporting the elimination of all 
FET on trucks and will back this posi- 
tion if truck-tax legislation is brought 
before the second session of the 98th 
Congress. ATD seeks reform on ban- 
kruptcy laws to prevent customers from 
purchasing today, going bankrupt to- 
morrow, and forcing an unacceptable 
liability onto the dealer. ATD maintains 
constant contact with members of Con- 
gress and key regulatory individuals, 
and keeps them apprised of the at- 
titudes and concerns of truck dealers. 

ATD constantly strives to build new 
bridges between dealers and manufac- 
turers so that needs, concerns and new 
ideas flow freely in both directions. The 
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JUST WHEN YOU THOUGHT 
YOU KNEW ALL THE 
REASONS TO CALL 


54 cop [her 
Wo OF fips furyg2on 


a cw ve um, Mow, Nit 
c ynidT and : 48 ts LOU ay: by pV tra her." Plann; 
Vw Fre mced puteat a, int Song ayo cag ogee anion conte Mt) 
B \ CM we Tee} Ofit., Ura, Our ny Xpp,? [0 n/p Mar, Or your 
c\ \\ 35 oes os EXTRA THRUST. ” Sales Making ® ang lens Vs oy, "Cate fay TO, rp mules. 
WS ee : wi aceaerhe ana 
C 
Y 


aay Veg ory Mh tp @ F) 
sed eeied Sah A, The “E.T.” unit is specially designed to cut off SUS jo I Ur jp trey 0 be, 
\* > eos ane yon sae “ye power-robbing air conditioning automatically “tun Tsp aig. tty  deoyp? "Oder pe 
ating S00: Set cas when accelerator is depressed, so cars can climb, "0 eae » Drag 4 s 7 OWlegng 
WPF QOe, gernel pass and merge better. The compact booster is simple to mstall ' Wee, Ms, 4. Wdhtign 
and does not affect the cars factory warranty. The function of this unit . Om. 


is 0.E.M. on many domestic and imported 1984 models. Superb 
service dept. profit maker. 


You know about the winning line-up that has put Ultra Seal 
dealers ahead of all the rest in automotive value protection : ? 
sales. Now we introduce four new Ultra Seal exclusives. Inno- Pe 
vative products and services designed to add the finishing ationwide 
: INC. 
Jerry Young, our Director of Marketing, TOLL FREE at (800) 
645-3466. In New York State call (516) 997-5430 COLLECT. Call 
today for all the facts. Because when it comes to great new The ultimate in value protection products. 
ideas in aftermarket sales, nobody comes close to Ultra Seal. 84 Sylvester Street, Westbury, N.Y. 11590 


touch to our proven aftermarket profit system. 
So now there are even more good reasons for you to call 


(For more information circle #51) 


TELEGENIX Slashes 
the Cost of 
Service 


Meets twice a ve: ; : 4 

dealer Bnnn with the national U in 

the aes Cl chairman from each of 

irc lines. An example of 228 

ealer “Syria Is the representation of heen acme 

orp, wae in the White ruck 

Made the pag plan. Al D also has 

. liability it "ht for further limiting dealer 

) ruck financing. 


mae i be ae em Ria: | THE COST OF 
‘Or heavy trucks but have 
thy added ATD services to your ac- COMPETITIVE 
Vision Contact NADA’s membership di- MANAGEMENT 
do rat (703) 821-7113 and ask them to SYSTEMS! — 


nal fren mediately The cost is nomi- 

annually ei additional charge to $70 

of Wehicles |e upon the number 

our Rives your dealership sells and 
nt dues amount. 
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tog Ssest bargain 
ay for the American 
Tuck dealer : From customer reservations to e Service managers can control 
eg cha vehicle delivery, TELEGENIX’S shop capacity simply by view- 
Mbership in ATD. new automated computer serv- ing a bar graph display on a 
ice scheduling and management CRT terminal 
ae system has proved itself in the ¢ Promotes service personnel 
Bis. field to be the only system that discipline. Alerts them to time 
ota bargain today for the will truly increase your dealer- overruns 
in A truck dealer is membership ship's profitability—and it will do ¢ System is flexible and can 
NADA You get all the advantages of os “ cost that is ne 50% handle up to 99 skill groups 
ee | Plus the tem on the market today, Dealer. * Guaranteed customer 
ee ATO: The ships using TELEGENIX’S ad- satisfaction by completing 
eMbersh; any organization is in its vanced service scheduling and work as promised 
Porta tyo PIF you sell trucks, it is im- management system have great: ¢ System will speed customer 
ATD, be counted as a member of ly increased their yearly service inquiries by instantly display- 
L revenues. ing vehicle’s work status at any 
Other benefits include: sisal 
¢ System will measure service We invite your inquiries. . . let us 
personnel performance personally demonstrate why the 
to insure highest potential TELEGENIX system is twice as 
utilization and good and costs half as much as 
profitability anything else on the market to- 
_ day. Call or write: 
Sc ur nj 
can im Westignr’d exclusiver for Automotive Exec- T E L E G E N j x 
ain os y om Division indian cnadicciape AN INDUCTOTHERM COMPANY : 
VA 2210 e State ou be mailed to: Truck Focus, 26 Olney Avenue 
“3593. ©, 8400 Westpark Drive, McLean, PO. Box 5550 
Cherry Hill, New Jersey 08034 
z (609) 424-5220 


SEE US at the MIDWEST AUTO DEALERS EXPO-BOOTH 502 and NADA CONVENTION-BOOTHS 832 AND 833 
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Have A Top Sales Producer 
On Us.... 


Yes, We Train Top Sales Producers And We Do This At Their 
Own Expense... They Pay, The Dealer Doesn't! 
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Over 4,000 Satisfied 
New Car Dealers Throughout the 


United States and Canada. 


AUTOMOTIVE SALES TRAINING PLACEMENT SERVICE 
Sentry Office Plaza @ 216 Haddon Avenue @ Suite 303 © Westmont, New Jersey 08108 
1-800-257-8145 NJ Only (609) 854-1177 


(For more information circle #11) 
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NADA Fleet Subsidy Testimony 


Following ; 
@ pig is testimony on H.R. 1415, fleet subsidies, present- 
a President William C. Turnbull on December 19, 
ommitt re the Commerce, Transportation and Tourism Sub- 
€e of the House Energy and Commerce Committee. 
n behalf of the association’s approximately 18,400 
franchised new-car and truck dealers, I would like to 
€xpress our appreciation for the opportunity to testi- 
you today on H.R. 1415, which is a bill designed to 
€ general public and small business franchised auto- 
MBit from unfair price discrimination. 
the Bei ot H.R. 1415 is an effort to bring basic fairness to 
Class of . ‘a motor vehicles. It would eliminate the preferred 
Stams a omers which is now created by manufacturer pro- 
Marketp] would allow all purchasers to enter the automotive 
ace on an equal footing. 


Mobile q 


H.R. 1415 is an effort to bring basic 
fairness to the pricing of motor 
Recs. It would eliminate the ) 
x €rred class of customers which is 
: Created by manufacturer programs 
Nd would allow all purchasers to 
€nter the automotive marketplace 
on an equal footing.” 


ee 


So 
famneyn we can all view H.R. 1415 within the same 
hicle lei, would like to say a few words about the motor-ve- 
x ‘a ution system we use in the U.S. 
ities “oe select individual dealers in local com- 
e Selecteq represent various vehicle brand lines. In order to 
"LY substa sa a dealer, an individual must agree to make a 
"Ventorieg ey investment in facilities, working capital and 
level: urther, dealers are required to maintain mini- 
Oper in S of Staffing and are required to meet stringent 
term 5 8 standards. The dealer is responsible under the 
and i agreement with the manufacturer to provide sales 
ittually representation within these standards. 
to franch; all new motor vehicles are sold by manufacturers 
the oc dealers. Title is passed from the manufacturer to 
Public. rand the dealer inventories the units for resale to the 
SChedy a Of the units are invoiced from a standard price 
Wide} wh However, the treatment of these vehicles varies 
Units soy fleet-incentive programs are considered. 
frequen, ich are designated for delivery to qualified fleets 
ate p 4 Carry with them lucrative financial incentives which 
nly be Part of the regular price schedules and which can 
Enjoyed by these fleets. In addition, the purchase 


transaction in the case of fleets takes on an entirely different 
character from a purchase transaction by an individual. As we 
have indicated above, virtually all sales are made by dealers, 
but it would be helpful, in order to show what actually hap- 
pens in the case of fleet sales, to trace the development of a 
sale to a major, national leasing company as it occurs in the 
real world. 


How Cars Are Sold 

To Leasing Companies 

Contact is initially made between the manufacturer and the 
leasing company, and factors such as the order quantity and 
the available subsidies are discussed. The manufacturer may 
also suggest certain dealers who might be willing to do busi- 
ness with the leasing company on its terms. 

After the initial contact, the leasing company contacts one 
or more dealers with its offer, which is often in the form of a 
contract. A summary of relevant provisions from an actual 
contract provides a good example: 


For each of the vehicles ordered through dealer for de- 
livery by dealers elsewhere in the U.S. (known as cour- 
tesy delivery ordering), fleet will pay dealer a fee of ten 
dollars ($10.00) per vehicle purchased from and in- 
voiced by the factory up to and including the first five 
hundred (500) vehicles of the 198X model year. For sub- 
sequent vehicles, fleet will pay five dollars ($5.00). 


In other words, the price has been predetermined and the 
offer to the dealer is one of “take it or leave it.” No negotiation 
takes place with the dealer regarding the price. Further terms 
are similary predetermined in the offered contract. 


Dealer hereby assigns to fleet any cash incentives, cash 
rebates or equipment bonuses manufacturer has 
deemed fleets to be eligible for with respect to vehicles 
purchased.... 


Fleet personnel shall perform all administrative func- 
tions involved with vehicle ordering for vehicles pur- 
chased through dealer including preparation of vehicle 
orders, submission of orders to factory, preparation of 
manufacturer’s statement of origin, payment of courtesy 
delivery fees, forwarding of documentation to the deliv- 
ering dealer, payment of invoices to manufacturer's 
credit subsidiary, and the like. 


So, while it is technically correct that all fleet vehicles are 
sold by dealers, what is really happening is that the fleet sets 
the price, places the order, arranges for delivery, pays for ser- 
vicing, assigns title by using a power of attorney provided by 
the dealer, pays the manufacturer and then pays the dealer a 
fee for using his franchise. The dealer’s role in this entire trans- 
action is surrounded by fiction. 


95 


Is everyone else asking 
too much’? 


Or are we asking too little? 


At Subaru, we truly believe in giv- 
ing you the most car for the least 
amount of money. 


The Subaru version of more car. 


Some automakers talk about leg 
and shoulder room. Some talk 
about rack and pinion steering or 
front wheel drive. Others talk 
about durability and reliability. 

Yet all that and more can be had 
in a Subaru Hatchback for a mere 
$4,989." 

And that’s just the beginning. 


We've proven that advanced 
cars don't have to be expensive 
Cars. 


Standard on every Subaru is front 
wheel drive for improved road 
holding. And only Subaru has a 


’ Seatbelts save lives 


"4 rt Ss lene oo ’ 4 
2 ‘ for our STD Hatchback. Dealer's actual price may vary. Price does not includedealer prep, inland transportation, taxes, license, and title fees, items show? or 
: cosh - 
- 


EPAEST MPG. 46 EPAEST HWY 1984 EPA estimate for our STD Hatchback. Use EST. MP@hor Comparisons. Your actual mileage wit probably be less. 


full line of vehicles that can go 
from front to “On Demand”™ Four 
Wheel Drive. We also offer Turbo- 
Traction™ — a combination of fuel 
injected turbo charging, “On 
Demand” Four Wheel Drive and 
automatic transmission. Both are 
innovations we pioneered. 


At Subaru, being a pioneer in 
technology means we've discov- 
ered new ways to give you more 
for your money. 


You save a lot when you buy 


a Subaru. And a lot more 
when you drive it. 


Every Subaru — (Our practical 


Hatchback, family size Wagon, 
sporty Two Door Hardtop, open 


back Brat, even our luxury Four ' 
Door Sedan) is designed to mee 
the demands of the economy 4° 
well as it meets the demands ° 
the road. The engineering that 
goes into a Subaru, and the hig 
mileage” you get out of one, m4 
it inexpensive to own. And driv: 
What's more, many dealers aS? 
offer Subaru Added Security. !t® 
the only extended service co” 
tract backed directly by Subaru: 
So think about it. Is Subaru off@". 
ing too much for the money? 0 
everyone else offering too little’ 


SUBARU. 
Inexpensive. And 
built to stay that way. 
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Fleet t 


1989 ransactions are no small part of our industry. During 
fl 


» for example, over one million automobiles were sold to 
— figures for 1982 are clearly representative of the 
com ' of automobiles purchased by fleets in years past and 
in Parable, or perhaps greater purchases by fleets will con- 
ue in the future. There is, of course, nothing wrong with this 
siiitude of sales to fleets. The fleets have a need for these 
cles and the marketplace supplies them. 


Fleets Get Special Treatment: 
nied Price Protection 
bes Ncern arises from the fact that the domestic manufac- 
are providing subsidies or discounts to these large cor- 
Th € tleets in amounts often exceeding $1,000 per vehicle. 
€et discounts are made available by the manufacturers 
fra to 4 preferred group of corporate purchasers, but not to 
'Sed new-car dealers for resale to individual consumers. 
for 38 Words, a fleet purchaser can often purchase a vehicle 
wU cheaper than a franchised new-car dealer can pur- 
s © same vehicle for resale. 
. _ €et subsidy programs provided by the manufacturers 
offered n forms, and various combinations of incentives are 
ive pro 0 fleets during given time periods. Among the incen- 
da which have been offered to fleets in the past and 
i. ; be offered today are cash rebates; special price re- 
SUre a ree options; price-protection guarantees which as- 
Will S that any price increases during a given time period 
; applicable to fleet purchases; distant delivery cred- 
fj Seamteed resale values; advertising assistance; and 
Ng assistance. 
Suld Probably be well at this point to illustrate some of 
‘ S of subsidies which we have listed. The first is cash, 
Tin the form of discounts or rebates. One example out 
Cle, Wh Which could be cited involves a General Motors vehi- 
for One zo Hertz, for instance, buys a 1984 Chevrolet Citation 
Count “sn Its Florida rental operations, it receives a cash dis- 
Ten 800 from GM. Then, when Hertz takes the car out of 
an addin ® and ships it to Georgia to sell it, GM gives Hertz 
Howey, nal rebate to help defray the cost of shipment. 
lage tha €r, up-front price concessions are not the only advan- 
Dle, Bae £ets gain over the individual consumer. For exam- 
Of the incentive programs which is frequently offered 
that the nufacturers to fleet purchasers guarantees to fleets 


: Petifieg amount of their cars will not fall below a 


lue — during a given time period. If the resale 
Car is, in fact, below the specified amount, the 

rer will pay the fleet the difference. Thus, in many 
Veprecian Corporate fleets are protected from the unexpected 
'on of their vehicles, while the individual consumer 


actu 


3 Ketblace r the entire burden of the depreciation in the mar- 


on 


rs “quip 


aan Of subsidy comes in the form of free optional 
. Typically, the optional equipment which is offered 


to the fleets for free is the kind of equipment most in demand 
by retail consumers. Air-conditioners, tilt steering, cruise con- 
trol and stereo radios are frequently added to fleet-ordered 
cars without charge. This type of subsidy can amount to a sig- 
nificant concession for fleet purchasers. An air-conditioner, 
for example, is generally valued at between $525 and $725, 
and on any given transaction this may be only one of several 
concessions granted. 

A fourth form of subsidy is called price protection. It assures 
the fleet that any price increase announced by the manufac- 
turer subsequent to the fleet order will not apply to the fleet's 
purchase price. On a vehicle ordered in August, but not sched- 
uled for production until March of the next year, price protec- 
tion can be worth hundreds of dollars. 

Distant delivery assistance is an additional type of subsidy 
which is intended to offset the cost of having the vehicle pre- 
pared for delivery by a dealer who did not sell the vehicle. Typi- 
cally, the published assistance amount is $50. 

Manufacturers also subsidize daily rental companies by 


*(PS. NADA) 


8400 rk Drive 
McLean, Virginia 22102 
(703) 821-7294 


(For more information circle #46) 
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making direct payments to them to help defray their advertis- 
ing costs. Under the terms of contracts drawn between man- 
ufacturers and leasing or rental companies, the leasing or rent- 
al firms agree to feature the manufacturers’ vehicle by name 
and picture, and the manufacturer in return agrees to pay a 
portion of the advertising cost up to a pre-set maximum. Ad- 
vertising assistance per vehicle purchased by a leasing or rent- 
al company is known to run as high as $160, and may be even 
higher. 

While additional programs have been offered in the past 
and will continue to be offered, the programs set out above are 
representative of the types of subsidies or incentives being of- 
fered to fleet purchasers. 

These programs cannot be justified on the basis of some 
quantity sale argument. The largest dealer in the U.S. cannot 
buy cars as cheaply as the smallest fleet, although he buys 
many, many more vehicles than does the fleet. This is a prac- 
tice that definitely should be stopped. The domestic manufac- 
turers should stop this practice voluntarily, but since they have 


PICTURE THIS! 


New and Used Car Sales Record 


JAN FEB MAR APR MAY JUN = JUL 


Phenomenal Sales* 
Results! 


NADA’s SALES TRAK is designed to build volume, and this means 
higher profits. This customized management program is installed 
on-site by an expert in sales. A time-tested program. 


* (PS. NADA) 
8400 Westpark Drive 
SALES TRAK 


McLean, Virginia 22102 
(703) 821-7222 
(For more information circle #45) 


no inclination to do so, federal legislation seems to be the only 
viable alternative. 


Fleet Subsidies: Unfair 
To Dealers and Consumers ; 

We believe that this practice clearly results in unfair price 
discrimination to individual consumers as well as to s™4 
business automobile dealers. The mischief in this arrang® 
ment is that large corporations, which can better afford to pay 
the normal price of a vehicle, are given the opportunity to pur 
chase vehicles at a price cheaper than those whose resource 
are substantially more limited—the individual consumer 
There is simply no question that the American automobll€ 
manufacturers have created a preferred class of consume! 
through these programs. This, in itself, seems patently unfall 
to individual consumers, who in the aggregate, purchas 
many more vehicles than do fleets. 

There is an additional aspect to this practice by the ew 
ufacturers that is even more alarming. Estimates indicate tha 
these special cost concessions to fleets amount to hundr 
of millions of dollars. We firmly believe that the individual 4 : 
small business car and truck purchasers of this nation are! 
ing the bill for fleet subsidies through higher vehicle price’ 
The cost of fleet-incentive programs is a part of the overall £% 
of doing business for the manufacturers and that cost canon , 
be recovered by higher basic vehicle prices. These highé 
prices must then be paid by franchised dealers and pass© ' 
to individual non-fleet consumers. 

We know that the economics of the programs af 
mous. However, we should note at this point that we hav€ Ke 
way of knowing the exact cost of the fleet-subsidy practicé 
manufacturers. The total magnitude of these subsidy Ps 
grams is known only by the individual automobile and true 
manufacturers. In order to adequately understand the full im 
pact of these programs, the manufacturers, at a minim : 
would have to disclose, for a specified model year (for ne 
ple, 1982 and 1983): a description of ail fleet subsidy OF ince f 
tive programs that were offered by the manufacturer OF on 
its subsidiaries; the total number of vehicles sold tO 
which were given subsidies or incentives under the progr@ fn 
offered; and the total dollar value of these subsidies or iN 
tives. aC’ 
Such information would certainly shed light on this P™ 
tice, which the manufacturers have engaged in for yea 7 
would provide the subcommittee with better knowleds¢ ‘ Ir 
data with which to evaluate the impact on the individual esl 
ican consumer. We hope that the subcommittee will re 
this and other relevant information from the individual 
ufacturers. ' of 

From a public policy point of view, the adverse impar' ne 
fleet incentive programs on consumers is undoubte 
most interesting and disturbing to the members of this ©° al 
mittee. However, there is another aspect of this problem 


e enor 


NATIONAL AUTOMOBILE DEALERS ASSOCIATION RETIREMENT TRUST 


WORKSHOPS SUNDAY, FEBRUARY 5-2:30 P.M. 
MONDAY, FEBRUARY 6-9:00 A.M. AND 2:00 P.M. 


ROOM 404 DALLAS CONVENTION CENTER 


ANNUAL 
TAX-DEFERRED 
RETURN 


AVAILABLE TO PARTICIPANTS 


guaranteed IN NADART PLANS 


@ Interest accumulates ona 


on voluntary .“““""" 


Contributions may be withdrawn 
without penalty 


deposit 

e S i S Interest credited quarterly 

f¢ j ir 1 9 8 4 Provides additional retirement security 
to dealers and their employees 


This offer is available at an unrivaled low cost only at the National Auto- 
mobile Dealers Association Retirement Trust, now in our 27th year. 


CONTACT US AT BOOTH #772/822 or at 
NADA P/S* Booth 


*Pension Specialists 


8400 Westpark Drive @ McLean, Virginia 22102 @ (703) 821-7254 
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also concerns the small business new-car and truck dealer 
who must compete in the marketplace. Although the franch- 
ised dealer body is the largest volume purchaser of all, it is not 
allowed to participate in the large incentive programs which 
benefit the fleets. Undoubtedly, the manufacturers grant these 
generous incentives to fleets on the assumption that sales are 
price-sensitive and if lower prices are offered, more cars will 
be sold. If this is true in the case of fleets, why is it not equally 
true in the case of individual and small business purchasers? 
The dealers are concerned about this. 

A new-car franchised dealer is stringently controlled by 
franchise agreements and state laws with regard to facility and 
capital requirements. Dealers have very substantial invest- 
ments in the community in which they are located. They are re- 
quired by franchise agreements to provide extensive and 
costly service facilities, trained personnel and are subject to 
specific land and building requirements. In addition, dealers 


LONG-TERM 

AUTO LEASING INSURANCE 
We make sure you are covered 
by a high-quality carrier. 


Allied with major admitted carriers, we have long 
experience with this difficult-to-place insurance. We 
make it easier for you with a special program of 
insurance designed specifically for the automobile 
leasing/rental industry. 


® Lessors Excess Liability 

* Lessors Contingent Liability 

* Lessors Contingent Physical Damage 
* Interim Car coverages 

* Primary Liability coverages 

* Primary Physical Damage 


We invite your inquiry and your business. 
Call or write Ron Ruane. 


PAIGE-RUANE, INC. 
INSURANCE 

The Irwin Building 

460 N. Gulph Road 

King of Prussia, PA 19406 
(215) 265-4170 
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are only allowed to sell from approved locations and often 
must be licensed by the state. Fleets are not subject to any q 
these requirements. 

Yet, despite the fact that the new-car and truck dealers buy 
many more cars and trucks from manufacturers than do fle€ } 
and are subject to stringent and costly requirements, the man 
ufacturers have chosen to give substantial price concession ¥ 
to fleets that are not available to dealers and their custome!s— 
the general public. This is not fair competition. 

There is also an additional problem facing the small bu 
ness dealer which arises from the manufacturers’ fleet suDS" J 
programs. The availability of the extremely attractive fleet ne 
centives encourages abuses of the system and creates a” "a 
centive to fleets to “bootleg” new vehicles to the extreme de 
ment of the dealer in the marketplace. The unreasonably lo 
acquisition cost of vehicles for fleets encourages 
operators to purchase vehicles in excess of their own ne® 
and retail these vehicles in direct competition with the dealt 
While we have discovered a number of cases in which fle€ f 
have sold new cars out of their fleets, we have no way of know 
ing how many of these transactions are actually taking plac 
since they usually occur quietly and under the table. 
transactions can, however, be very lucrative to a fleet ope! 
since it can often purchase the vehicle for $1,000 less tha? } 
dealer can purchase it. For this reason, we feel that the prac 
tice is much more widespread than we have been able to mo 
itor. d 
In the past, manufacturers have published guidelines an 
requirements which were supposedly designed to prevé 
fleet purchasers from engaging in this type of activity. These® 
forts have included such requirements as minimum hol ie 
periods and limits on resale. However, manufacturers cann 
and will not control this type of activity on the part of 
operators. The requirements are totally unenforceable a? 
effective controls can be developed. The fleet-incentive P 
grams are causing these methods of unfair competition 
these activities will not stop until fleet subsidy programs 
terminated. F 

We feel that H.R. 1415 will go far in addressing the problem 
being encountered by consumers and small business de4 < j 
alike. The time has come to ensure fair competition in the 4 q 
tomobile and truck marketplace, preserve the franchise 
tem of motor vehicle distribution and eliminate discrimina!@ 
practices which injure both dealers and consumers. We ry 
H.R. 1415 will accomplish these objectives. If there are te€ ‘ 
cal problems with the bill, or if existing manufacturer P) 
grams which should be allowed to continue are prohibite®” 
advertently by the bill, we hope that the committee will a 
dress these problems by amendment and enact the basiC “—O 
cepts of the bill into law. 


si- 
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show 


This column is prepared for Automotive Executive by the Legislative Division of the 
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Automobile Dealers Association. All comments or questions pertaining to this colum? 
be mailed to: On The Hill, Automotive Executive, 8400 Westpark Drive, McLe 
22102-3591. 


1983 
25,800 CARS SOLD 


1982 
18,200 CARS SOLD 


1981 
14,500 CARS SOLD 


1980 
3,000CARS SOLD 


ONCE UPON ATIME, 
ONLY HARD-CORE ENTHUSIASTS 
BOUGHT SAABS. 


‘Today, all sorts of people buy Saabs. So many people want them, in fact, that satisfying 
the American demand for them has become something of a challenge. 

For each of the last few years, we imported record numbers of Saabs. And sold every 
One of them. 

In 1984, we're importing even greater numbers of new Saabs, with full confidence that 
history will continue to repeat itself. It may once have been true that the only Americans who 
bought Saabs had a passionate interest in unusual machinery or winter rallying. 

It isn’t true anymore. 

SaabS customers now are people who have a passionate interest in getting the best 
performance and greatest utility for their money. And thanks to the strong support and 
dedication we have from the Saab dealers on this side of the Atlantic, meeting the American 


demand will continue to be a challenge. SAE 


The most intelligent car ever built. 
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Motivation Techniques 


mployee motivation is a com- 
plex and difficult management 
responsibility. Negative influ- 
ences, such as unemployment, take a 
toll on your employees. Rather than 
thinking about doing a good job and 
being rewarded, most people are wor- 
ried about their remuneration first and 
what they do to earn it second. Con- 
sequently, this means lower profits or, 
in some cases, no profits. 

The duty of “pushing” employees is 
usually left to the individual department 
manager, but how many managers are 
trained in motivational techniques? If 
you ask most of them how to motivate 
someone, the standard answer is 
money. We all have financial needs, but 
hiring and/or motivating employees 
strictly with monetary means has more 
pitfalls than attributes. Employees who 
are moved only by money can be moved 
away from you by the next highest bid- 
der. These employees are more likely to 
shortcut a task and think of every RO 
strictly as a source of financial reward 
rather than a source of pride and self-es- 
teem. 

It is self-esteem, however, that is a 
more effective motivator than money. A 
recent survey indicated that the better 
technicians who are job hunting are 
looking for working conditions first and 
pay levels second. 

Technicians you consider hiring 
should not qualify as mercenaries. They 
should be people who display interest 
in personal pride and achievement as 
well as a secure future. Remember that 
you can teach a skill, but you cannot 
teach an attitude. An attitude is an intan- 
gible that a person brings to the job. Asa 
manager you rely on employees to get 
the work done, and in a service depart- 
ment a high level of motivation is im- 
perative due to the high level of perfor- 
mance required. 

The benefits derived from a good 
motivation program include increased 
productivity, greater employee satisfac- 
tion and improved customer relations. 
We all attempt to achieve these goals to 
some degree. The most significant of 


these benefits is customer satisfaction, 
because it is the foundation of any suc- 
cessful business. 

The basic theory of motivation is that 
it channels behavior. It sounds rather 
simplistic, but in reality it is difficult to 
accomplish due to differences in per- 
sonalities and needs. Everyone has a 
“button” that starts their motivation 
motor running. Finding that “button” is 
the job of the manager, and is rarely 
easy. 

It is easier to set up a formal motiva- 
tion program in a small dealership than 
in a larger one, where there are more 
varied personalities and expenses. Ex- 
penses incurred in setting up and main- 
taining a motivational program should 
be regarded as any other bonafide 
promotional expenses, such as adver- 
tising and discounts. 

A formal program to motivate your 
employees should address four major 
areas: 

1. Personal Growth. Most employees 
would like to increase their skills inven- 
tory. Manufacturers’ schooling, ASE cer- 
tification, in-house training and promo- 
tions should be offered. Reimburse ex- 
penses for anyone who passes an ASE 
exam. Perhaps a 10-cent-per-hour raise 
would be enticement for each certifi- 
cate category passed. 

2. Performance Achievements. All of 
us need goals. These may be psycholo- 
gical, financial or both. (The emphasis 
should be first psychological and then 
financial.) Set production goals (deduct 
for comebacks) and display progress 
graphs. Creating peer pressure to out- 
perform the person in the next repair 
stall is more effective than constant 
prodding from management. 

3. Delegating Responsibility. Every- 
one should conduct their own quality 
control program before a second per- 
son checks workmanship. All person- 
nel should have access to technical in- 
formation and instructional materials 
and should be aware of company goals. 

4. Personal Recognition. Our names, 
our faces and our past performances 
are all areas in which we hold high 


levels of integrity. It is a great boost of 
self-esteem for an employee to receive? 
plaque, certificate or any form of recos 
nition. . 
The most accurate way to determine 
your dealership’s needs is by conduc” 
ing your own survey. Make up 4 ques” 
tionnaire or obtain a professional * 
from a testing company. Make cert!” 
the questionnaire has an area for the a 
spondents to express themselves © 
their own words after they havé “a 
swered the questions. The results wo 
probably startle you. You may find t 
more about your technicians, manage! 
and yourself than you knew pefore 
Scrutinize the answers carefully an© 
to draw some trends, and then for™ 
late your motivational efforts ' 
needs revealed. The use of an acc¥ fa 
questionnaire can be the beginning ° 
change in management philosop!) 
The need for retraining may appeat @” Z 
in order to assure success of the 4 
gram, must be initiated early in! 
scheme of things. eS 
The success of any program rell a’ 
heavily on the relationship betw® 2 
worker and supervisor. At no “ 
should any employee be made t0 ey 
insignificant. An ongoing task shoe | 
be the monitoring of the departme! b 
pulse through questionnaires and nee | 
ings. An individual’s signficanc€ ia 
company must constantly be “a 
forced. It is similar to a child's win® i 
toy. You pick it up, wind it up and s€ ut 
down. It does what it is supposed !° oi 
after awhile it slows down. Now ¥ if 
have to pick it up and wind it agai” 
you want it to perform. You will il 
people by rewarding them emotion 
and financially. All employers pay td 
close attention to the financial e™" 4 
most disregard the emotional a9P_ 
which is more difficult to handle: ad 
also the reward which outperforms ; 6 
allows the individual and the busin 
to see permanent results. 
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This column is prepared for Automotive Executive ne 


Joffe, Service Director, Straub Motors Inc. All questi 
comments pertaining to this column should be ma 

The Service Department, Automotive Executive 
Westpark Drive, McLean, VA 22102-3593. 
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, If you currently sell Van Conversions .. . 
I 4 you're thinking about selling Van Conversions .. . 
you'd like to sell Van Conversions for better profit . . . 


Plan now to attend the world’s largest gathering of 
Van Converters and suppliers at Van ’84— 
The Van Conversion Dealer Expo—New Orleans! 


PARTIAL LISTING OF EXHIBITORS TO DATE: 
netiseg 


Clean Seal Georgie Boy/Chariot Vans, Inc. | Memphis Accessory Dist. Travel Craft, inc. Window Creations 
Colonial Wood Products Ger-Win Vans, Inc. Midas Vans Travel Master Vans Windsor Motor Vans 
Compliment Van/Barrows Ent. Gladiator, Incorporated National Market Reports, inc. — Trimtech, Ltd Xantech Corporation 
Consolidated Marketing Svcs. Gold Nugget Company . ; Utilimaster Corporation Xplorer Motor Homes 
Consolidated Leisure industs.  Gralan Distributors kb ie . Valley Vans, Inc. Zimmer Motor Vans 
Continental Van & Body, Inc. | Granada Conversions Van Aire Conversions 


Creation Windows of Texas Guil-Cone Seating Company , Inc. Van Epoch, inc SCHEDULED SEMIN ARS: 
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Custom Craft Vans Inc. Gulf South ASP Van House 
D'Elegance Happy Times, inc. Royalty Vehicle Accessory Velvac « ” 
Dave Gustafson, Inc. Hehr International Rudesco/Ridgeform Versafab Corporation How To Choose A Van Converter 
Interscope RVC, Incorporated Viking Formed Products “How To Profitably Sell A Van Conversion" 
Ivory Coach Viking Industries, inc. - ; ” 
J.W. Industries, Inc. 5 Vista Manufacturing, inc. Opportunities In Van renting & Leasing 
‘onc ta Aes Sanne emanten, Nie “Who Is The Van Conversion Prospect” 
ig. 
Elixir industries Kelsey-Hayes Co./Prod. Div. Sherrod Vans, Inc. “Structure Your Dealership for Van Profitability” 
Elk Enterprises, Inc. Kenco Engineering Shuttlecraft Coach, inc. y ‘ ' on 
Elkhart Door KM Distributing, Inc. Sporty Parts “Profitable Van Dealerships—4 Case Histories 
Elkhart Motor Car Company Koolatron Corporation Star Lazer, inc. “ va : " 
Excalibur Varie of Texas, inc. Kustom Fi Scan Finance & Insurance—Vans Can Be Different 
Exclusive ManutacturingCo. _L.A. Industries, inc. Starline Vans “Dealer Product Liability & Van Safety Standards” 
Expand-a-Van Latour Luxury Vans Sun Valley Products 
Fasnap Corporation Le Van Specialty Co., Inc. Talbert Mtg. & Sales “The Van Conversion Industry—An Industry Outlook” 
Fleming Sales Company, inc. _ Luxury Vans, Inc. Tech-Trans Inc. x 
Flexstee! Industries, inc. Mark Ill Industries, Inc. Tidwell Touring Coach “The Impact of the Mini-Van on Tomorrows Market 
Foxey Vans, inc. Medallion Plastics, Inc. TL Enterprises 
Tram Body & Coach Company 


éf. 
FL 


FESFERLE 


Pre-Registration Coupon 


PRE Rese NOW! YOUR NAME: 
« I 
of Vol the lines and costs Check One: New Car Dealer: 
“egistering at the show by Brand: Chevrolet: a 
“pizaing this coupon today. on 
S€ copies of the coupon 
Lo register additional ADDRESS: 


dealership personnel. CITY si a eS, 


PHONE: (  poereeeree eee Oo Dh ee RETURN TO: 


VAN CONVERSION DEALER EXPO t 


tel Reservation Information will be returned to you with Pre-registration PO. Box 1044" | 


< Terre Haute, IN 47808 
2 ee ae es ss es ee es ee 


Van Conversion Dealer Expo ¢ Louisiana 
Superdome e February 27, 28 & 29, 1984 


Admittance to All Seminars is included in your initial Show Registration. 
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Look ... at what 


The Franchised Dealer Group 
Insurance Plan is OFFERING! 


@ $250,000 Term Life Insurance Coverage for Dealers if enrolled 
NADIT’s Executive Life Plan. 


@ $200,000 Term Life Insurance Coverage if not enrolled in the Exec 
tive Life Plan. 


@ $125,000 Term Life Insurance Coverage available for your spous® 


@ 10% Stock ownership required for participation. 


At New Reduced Rates 


Monthly Cost 
Age of Insured Per $1,000 of Insurance 


Less than 30 $:..05 


30-34 .08 
35-39 12 
40-44 18 
45-49 30 
50-54 .60 
55-59 1.00 
60-64 1.60 
65-69 2.30 
70 and over 4.00 


Administered by: 
National Automotive Insurance and Service Agency: 
8400 Westpark Drive 
McLean, Virginia 22102 
(703) 821-7165 
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'm Jim Kemper Jr., Chairman of the Board of a 


iris: 
tion "surance and financial services corpora- 
showy a I’m alcoholic. I’m not alone. The facts 
los, at there are many more like me. In fact 
«eco! the work force in this country is alcoholic. 
Probaby are in a managerial position, you have 
Siong y lost or fired many people like me. Deci- 
Sa on lack of information can be as 
Not 7 as the disease itself. Alcoholism has 
ety of to do with weakness of character. It’s a 
Who 7 "Plicated disease that can strike anyone 
in th (UKs, whether you work on an assembly line, 
be fy Mailroom, or the executive suite. And it can 
“Me : If not treated. 
A hee Companies don’t know how to deal with 
at’ S€ase. But it’s much easier than you think. 
S Why the National Council on Alcoholism has 


thi 
Th 


~<a 


written a manual so you can set up an “Employee 
Alcoholism Program,” within your company to pro- 
tect your people, as well as your investment in 
them. These programs work. | haven’t had a drink 
in 28 years. Who knows, the next person you help 
may be your next Chairman of the Board.” 


| 733 Third Avenue, New York, New York 10017 


| | am enclosing $6.00 for the National Council on | 
Alcoholism’s manual that will show me how to set up an 
| Employee Alcoholism Program within my company. | 


| My name is ; | 
| 


| My address is 


La hak ESTED ORATOR TT 


‘““We’ve just opened 
your world toallyowll — 
ever need froma 

dealer computer system.’’ 


THE SYSTEM IST iC SERVICE 


Display Data Corporation introduces the new 13 megabyte tnsksignt 
Series 8000 Dealer Computer System. Here—at a remarkable competitive 
price—is a rugged, state-of-the-art, microcomputer-based product that can 

bring all of the features of more elaborate and expensive systems within 

range of thousands more of America’s auto dealers. It is completely software 
compatible with our existing systems and can grow with your dealership. It is 
remarkably user-friendly, right down to the new detachable CRT keyboard. 
An ingenious new variable disk system gives you the economy of a small 
high density disk, yet still lets you migrate to larger disks as you need them. 
A “‘streaming”’ capability lets you copy entire business records onto a 

small cassette in just minutes. Best of all, you enter a world that makes 
imxkSiQne unique in the industry: Our nationwide network of support 

and service that protects every dollar of your computer investment. We 

make computer systems to solve problems, not to create new ones. 

Call us, toll-free, at 800-638-1100. To us, you make the difference! 


DISPLAY DATA CORPORATION 
Executive PlazalV Hunt Valley, Maryland 21031 
Sales and Service Offices Located Coast-to-Coast 
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Vic Meyer, President ; 
Display Data Corporation 


Stew up in the same ghetto as Joe 
uis who, in my opinion, was the 
Sreatest heavyweight who ever 
a in or out of the ring. My 
nel Detroit, boasts a magnifi- 
wp ''Ver-front stadium named after the 
"Own Bomber.” 
® €n I was a kid, learning to sell my- 
ay a shoeshine boy in the city 
5» JOe Louis was my hero. He re- 
€d my hero through the ups and 
NS of his life. When I was an adult I 


Step 


‘ain 
Ow, 


fin 
ey §ot to meet and know him. In 
fe, Sreat_ days of international 


Bluey vant bouts the entire nation, 
J 4 © millions of radios, would be in 
fang What the great majority of 
fight lo Nt know was that before each 
Set f. Went through a fixed ritual that 
Thi i Up for only one thing—winning. 
"Daye e at a time when such terms as 
simply Ng up” were unknown. Joe was 
Using thought power. 
be a 2 Is hands were taped he'd ask to 
Minutes 'n his dressing room for a few 
Poneng There he'd think about his op- 
Tony ~ 4 guy like Max Schmeling or 
Cott lento or Buddy Baer or Joe Wal- 
hea he'd play out the fight in his 
knock ‘ound by round, with a winning 
he'g a look on his face. Satisfied, 
Challen In the right and “kayo” the 
Un defe ih He did this until he retired, 
His €d, from the game. 
as simon dressing room preliminary 
Man ‘Se Carrying out what Dr. Nor- 
YOu thin) ut Peale has always said: “If 
a you can, you can.” 
has it 8ht power! As the old proverb 
Ang ’“S 4 person thinks, so they are. 
€ as always expressed his 
ink th Oughts. Diet books tell you 
nN.” Skiers beg you to “think 
fore anners urge you to “think be- 
ney, ig Each caution, in its own 
ul Stuff ying thought power is power- 


the h elo 


i 
though Bhest degree possible. But 
Wer has to be beamed in the 


Thinking Makes It So 


The Thinker, Auguste Rodin; National Gal- 
lery of Art, Washington; Gift of Mrs. John W. 
Simpson, 1942. 


right direction because it can be both 
negative and positive. 

You can fill your thoughts with de- 
pressing ideas, discouragement, frustra- 
tion and disappointment. Everybody's 
had his or her turn at “crying the blues.” 
It's easy to think non-productive 
thoughts, to direct every negative 
thought to yourself. 

That kind of automobile salesperson 
says, “This guy doesn’t look like a 
buyer,” or “This is a shopper who'll just 
take up my time.” The negative sales- 
person looks at the blizzard outside the 
showroom and thinks, “Nobody in his 
right mind will be out buying a car on 
this kind of day.” 

The positive thinker on the other 
hand says, “Anyone who walks in is a 
buyer,” or “If a person wants or needs a 
car, nothing in the world—zain, sleet or 
snow—is going to stop him from trying 
to get a good deal.” 

It's as easy to think positively as it is to 
think negatively. You can, like Joe 
Louis—and for that matter Muhammad 
Ali as well—look at a prospect and, step 


by step, visualize the close. Visualize 
success. As Joe Louis would think, “I’m 
going to ‘kayo’ the guy in the 11th,” you 
might think, “I’m going to move in for 
the close during the demo ride.” Believe 
me, there’s no magic about it: thinking 
can make it so. 

Quite a few years before I was born, a 
very positive thinker coined a slogan 
that, before long, millions of Americans 
were saying every morning: “Day by day 
in every way I’m getting better and bet- 
ter.” Just as many millions laughed, but 
the fact remained that many of those 
who put the slogan to work found that it 
did change their lives for the better. 
They found new success. They found 
new ability to achieve. By making those 
words a daily part of their thoughts, they 
put thought power to work in a positive 
way. 

Another aspect of thought power is 
this. The way you think not only can 
bring about negative or positive results, 
it also communicates to others what 
kind of person you are. If you think of 
yourself as lacking in worth, of being 
“only average,” of being unequal to 
others in ability, of lacking assurance, 
then that’s the kind of image you'll pro- 
ject. Ifthe song you sing is “poor me, I’m 
a nobody,” that’s the way others will see 
you, too. You'll be unappreciated. 
You'll be perceived as lacking confi- 
dence. Who would want to buy you? 

By the same token, if you think of 
yourself as someone others would like 
to buy from, someone who's know- 
ledgeable about the product, someone 
who's self-assured and confident, then 
that’s the way you're likely to come 
across to others. 

The poet, Bobby Burns, thought it 
would be good if we “could see our- 
selves as others see us.” Of course we 
can. Others see us as we see ourselves, 
or think ourselves to be. 

A first step to being successful is to 
think of yourself as successful—the 
most successful automobile salesper- 
son in your dealership, in your commu- 
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nity, in the country, in the world. sound 
impossible? Of course not. If you thi? 
you can, you can! 

Make up your mind that from now on 


you're going to paint a mental picture? 


yourself that is positive. You are 
world’s number-one salesperson. KeeP 
that picture in mind very time you 4 
out to sell others on you. 

Create that mental image—yo 
best. You can do the best. Others ¥ 
know you're the best. he 

Like Joe Louis, picture yourself ! 


a 
winner. 
enter rise That’s what Pete Rose does evel! 
— time he steps up to bat. ml 
: SV stem That's what Arthur Ashe does &¥° 


u're thé 
ill 


time he begins his serve. an 
That’s what Johnny Unitas did d 


‘ every game for the Baltimore Colts a 
National Auto ; what Bart Starr did for the Gree? 
Auction Association ane Packers. ut 


member auctions isit b Never let prejudgment clog UP hs 0 
handle over 3,000,000 cars and visit a nearby confidence machine. Who are Y® will i 


trucks a year. They help you prejudge whether or not a prospe“! 
buy and sell profitably. They a A A A 


ct 
rosp© 
buy or walk? The moment the pr tute 


comes in the showroom door, P!¢ e 


help you balance inventories. . 7 new 

Auction members provide member auction ai her riding out in a brand 
multiple services, too, like And picture yourself—think of a 
transporting cars, washing, cleaning, and repairing self—as the person who made it e be 
them. And, our auctions help establish real market ble. Use thought power, and it wo io 
values for automobiles across the nation. This is free long before you become what you!) 


enterprise at work. It is private enterprise at its best. Number one. 


Both buyers and sellers at our auctions profit through 
regular visits...where ethical standards and practices by 
Our members are unexcelled. 

Isn’t it great to know an Association like NAAA is 
working for you? Where else, but in America? 


For additional information and name of your nearest 
member auctions, phone or write: 
Bernard Hart, Executive Secretary 


é ¥ = a j 
Ex 
tive at 
Ass This column is prepared exclusively for Autome ales™ 
j a utive by Joe Girard, named the World's ae All qui 


12 times by the Guiness Book of World Reco! *nould 


5701 RUSSELL DRIVE tions or comments pertaining to this col pect ' 
LINCOLN, NEBRASKA (402)464-2170 2400 Westpark Drive, McLean, VA 22102-359% 
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TAX FIGHTERS! 


ACCURATE ALIGNMENT 
AN SAVE FUEL AND TIRES 


BEE LINE TANDEM ALIGNERS A new 5¢ gas and BEE LINE AA ALIGNER Drive on ‘‘pit model’ 
; speeds up work capacity when doing front end 


© excise tax can mean additional costs to 
alignment operations. The runways and legs are 


| 


C 


r 
truckers, Precision gauging and more accurate 


alignment can save an amazing amount on fuel removable for complete accessibility with runways 
8Nd tires. This means tax and turning aligners ad- 
dollars. justable for tread width. 
= Line makes it easier Bee Line’s exclusive turn- 


Nd faster to align all trac- 
Sis axles” and trailer 
vt €ms, eliminating cost- 

Ire Scrub. With trucking 
Coming more and more 
Mpetitive and costs go- 
Welc Up, truckers will 
“ee Ome this service. Our 

USive tandem align- 
Ny method may surprise 


Co 


SEE US AT 
BOOTH 589 
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ing aligners...tops in the in- 
dustry. Help customers 
Save tax dollars -offer Bee 
Line front end alignment 
service. 


ACIBEE LINE 


a 
AUTOMOTIVE EQUIPMENT 


UleL AUGHLIN 


Bettendor!, iowa 52722 US.A. P.O. Box 709 
Ph. (319) 332-4066 TWX 910-5251202 
Call Toll Free: 1-800-553-2010 


Real-Estate Investments Require Careful Planning 


eal estate offers investors the 

possibility of relatively high re- 

turn on capital. The type of real- 
estate investment you choose will de- 
pend on a number of factors, including 
the amount of money you wish to invest, 
the particular type of real estate you pre- 
fer to own, the amount of time you can 
devote to your endeavor, and consid- 
eration of the particular property's risk. 


Upfront Questions 
Before going into any type of real estate 
investment, you should first answer 
some basic questions: 

@ Should you involve others in the 
transaction? If you're thinking of invest- 
ing, say, less than $20,000, you might 


consider joining with three or four other 
people. That way, you can pool your 
funds and gain access to a wider selec- 


ae 
tion of real-estate investment alte™ 


tives. 

© How should you structure t 
vestment? Do you want to put Y° ‘ 
money into a venture as a limited pa 
ner? If you do, your success or failll® 
will depend on the experience ant 
tegrity of the professional you dea! yi 
As a limited partner, you will usu@ 
have no say in the management 0 
venture. Your liability will be limite 
the amount of money you invest. On iL: 
other hand, the general partner’s I é 
ity in this situation is unlimited. T 
means his or her personal assets are 
stake to satisfy creditors’ claims. : | 

@ Should you buy a standing ae 

(Continued on pag 
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MORE PROFIT..... | 
MORE COMFORT | 
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Sy Safety pressure switch for sensing combus fae 


fra-Red Gas Heaters 


Leaders In Heaters For Over 80Years “We're Not A Lot Of Hot Air” 


S} JK SERIES - HIGH INTENSITY HEATERS 
y Ideal for installation in high bay and low bay buildings, 

. industrial plants, automotive service areas, commercial 
warehouses and all types of service agencies. The : 
burner of stainless steel assures long, dependable 
life and maintenance free service. JK features the 

y «) 7 original Schwank ceramic tile 


THE ALL NEW JP INFRA-RED 
RADIANT TUBE GAS HEATE 


tio” 
Unique gas burner provides complete combus 
within specially designed radiant tube 


Pressurized power burner 


Solid state electronic ignition control 
with 100% safety 


Direct spark ignition tio" al | 


ena 


Totally enclosed blower motor with int air) 


for cooling (isolated from combustion 


See us at Booth No. 23 
PERFECTI@N | 


Te ha 
Pertection Schwank In I" 
Division of Scie Bool 
S 4 
Waynashora GA 3087-2 
Phone (404) » 
Telex: wor” 


Co 
fort, And convenience. 


look What your prospects are 
is oat = a van conversion. 
h { rit into compacts. 

comp Ont Settle for the 
inter ntional. They’re not 
Th “sted in compromises. 
Seate’ why Gerring’s deep- 
That's quality is so appealing. 
tenn. y Our careful 

'0n to every detail gives 
Com tin eomtant edge over the 
Luxur '10n. Because Gerring 
Mater i, ans don’t shortcut 
And «> OF craftsmanship. 
Your ¢ €y don’t shortchange 

Ustomers, 


Gerring Luxury 
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Take a close look at Gerring 
(the people shopping for a van 
conversion will). You'll see the 
difference. When you open the 
door to Gerring’s “soft sell,” 
you're on your way to closing 
the sale. 


For further information or 
location of your nearest dealer, 
write Gerring, Box 188, 
Bristol, IN 46507. Or call 
(219) 848-7655. 


Luxury Vans. 


a product of 


TECH -TRANS, ix 


TOMORROW'S TECHNOLOGY 
FOR TODAY’S TRANSPORTATION 
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(Continued from page 110) 

ture, as opposed to building one? In 
most cases, say real-estate profession- 
als, buying an already existing structure 
is better. A major reason for this is that 
rents almost always lag behind costs of 
construction of new buildings. Thus, it 
would take a long time to recapture your 
initial expenses as you play catch-up 
with the building costs. 

@ Should you buy land for future de- 
velopment? While this is the simplest 
type of real-estate investment, it’s also 
quite risky. For one thing, you’re paying 
property taxes without any return on 
your investment. For another, the 
reason you bought the property in the 
first place could be zoned out of exis- 
tence by the time you get ready to put up 
some type of structure. 


Types of Investments 

In addition to considering the structure 
of a real-estate investment, you also 
must evaluate what form of real estate 
best suits your investment goals. 

Houses. Two-family houses some- 
times offer good opportunities to the in- 
vestor. Depending on your individual 
tax bracket, the combination of the tax 
depreciation and income from the rent- 
ed part of the house could lead to a 
good profit. Living in a two-family 
house, if you do your own maintenance, 
is probably the best way to ensure a de- 
cent return. 

Apartments. Investing in eight- and 
10-unit apartment buildings offers 
another possibility of a good return, 
especially since the residential housing 
industry is experiencing a shortage. Al- 


Our branch office is 
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... at the airport 


... and can be in your 
showroom. Inspect a 
Carriage Van Conversion. 
Then offer your customer the 
Privilege of owning his own. Let him 
see that convenience and luxury are 
the keys to an impressive future. 


P.O. Box 246 

Millersburg, IN 46543 we 

O/S Indiana — 1-800-348-2214 & S 
219-642-3622 


> 
hall © 
3 


“as 


conveniently located 


Carriage Van Conversions. Let us give 
you the grand tour of the finest in pro- 
class transportation. 


pe | 
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“A Leader in Quality” 
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though the initial costs may be high, 2” 


apartment building could generale the 
needed cash flow to cover expense 
What’s more, with the drop in interes 
rates, mortgages are cheaper. If inll@ 
tion picks up, you'll be paying off the 
mortgage with cheaper dollars. And! 
member, rents may be raised to keeP ¥ 

with higher maintenance costs. f 

Raw land. There are substantial P!° 
its to be made investing in land, DY 
there is greater risk involved. First 4 
foremost, make sure you're buy!” 
through a reputable real estate 
veloper, agent or organization. Matt 
unsuspecting investors are defraude 
each year because they fail to che¢ 
into the property and the reputation" e 
the seller. Usually, your State Attorne 
General’s office can direct you t0 
proper sources and help you check ou 
the opportunity. 

Once you've decided on the property 
and terms, there are a number of inve® 
ment approaches. Buying the land for" 
subdivision and then going into part" 
ship with a home builder may offer he 
rative possibilities to the investor va 
ling to take the risk. This avenue re 
quires a certain amount of luck ee 
good information about prospect 
roads, zoning laws and potential toW 
growth to make it work. The initial C4 
flow on undeveloped land is nega!” 
owing to mortgage payments and PrP 
erty taxes. You will probably have ( 
find land that will appreciate anywher 
from 15 percent or more annually 
make the investment profitable. } 

The key to successful real-estate ; 
vesting—as in any investment—S 
combination of research and plann!? 
Investors of virtually all income lev®” 
find real estate a good vehicle for !© 
tively high return on their money: 
with any investment, consult with Y° 
financial planner or broker to see if 14 
estate is right for your needs. 


This column is prepared as an automotive exclusive fof tind 
tomotive Executive by Bil/ Waters, Director of ‘Mar’ det 
Services with Merrill Lynch, Pierce, Fenner & Smith. nse 
comments and inquiries should be sent to: Money 

Automotive Executive, 8400 Westpark Drive, M 
VA 22102-3593. 
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| a Vitsubishi Motors is proud to congratu- 
ate our entire dealer network for helping 
fin € the introduction of the Mitsubishi 
N€ of cars and trucks to the U.S. the most 
Successful in American automotive history. 
achi €rall, the Mitsubishi Motors Dealers 
of an €ved the highest total first-year sales 
any import car company. Ever. 
tot ugust, Mitsubishi ranked second in 
al sales per outlet among all Japanese 
mon And, we set a record for first-year 
NPort sales on a monthly basis. 


SUbishi 
{Mote Sales of 4 


Merica, Inc 


_ IT TAKES 
MORE THAN 
GREAT CARS 
AND TRUCKS 
TO GO WHERE 
E’VE GONE. 


During the month of November 1983, 
Mitsubishi led all the competition, by selling 
more vehicles per outlet than every other 
Japanese automaker. 

For 1984, we're off to a flying start, with the 
record-breaking launch of America’s first full 
line of turbocharged cars and trucks. 

Outstanding vehicles at an outstanding 
value, coupled with an outstanding dealer 


group, have all taken | 
TAKES You W ERE YOU'VE 
MITSUBISHI seve aoe BEFORE 


Mitsubishi where no 
one has been before. 
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PROVEN MANAGEMENT PROGRAMS 
TAILORED FOR THE 


NO-NONSENSE DEALER 


PROGRAM SELECTION 


PROGRAM #1 PROGRAM #2 PROGRAM #3 


¢ Medium & High ¢ Limited ¢ Chain Dealer 
Volume Dealer Volume Dealer ¢ Specifically Tailored 
¢ Monthly Composite ¢ Quarterly Composite to Your Needs 
: : : ‘ : | 
¢ 3 Business Meetings | | * 2 Business Meetings | | * Computerized | 
Each Year With a Each Year With a Financial Statement | _ 
Professional Professional Composite 
Consultant Consultant e Management Team 
Seminars Available 
$315.00 per quarter $285.00semi-annual call for details on cost 


*(P.S. NADA) 


Please send me more information on 20 Group Program Selection. (P.S. NADA) 


t 
My dealership sells these makes 


We sel] _________ new vehicles annually. | 
Dealer Name 

Dealership Name 

SETAE icc BSS Tae Se eee iy ee ee ee ee | 
PERE IEC Gy. SLC eee | 
Signature Telephone( i) 


NADA 20 GROUP Programs 
8400 Westpark Drive e McLean, Virginia 22102 ¢ (703)821-7220 


(For more information circle #47) 


What Every GM Dealer 
Should Know About 
AC Cruise Control 
Before Ordering 

New Inventory. 


Reta; 
of 4ined value has always been a strong suit 


Profit alg Control. It helps sell the car and adds 
Of regal the time of sale. It also adds value at the time 
ides) 1 or the customer (according to current used car 
Wicke; can help make that trade-in a more attractive and 
Bp woving used car, too. 
Sel] ; time you order your cars, order K-35—the option that helps 


'S car over and over again. AC Cruise Control, the profit option. 


FACTORY-INSTALLED 
™\AC CRUISE CONTROL. 
——— THE GM QUALITY 
YOUR CUSTOMERS DESERVE. 


AC Spark Plug Division fac} ate 
General Motors Corporation, a 
1300 N. Dort Highway, Flint, Michigan 48556 == 


Biobor’ 
DIESEL DOCTOR ™ 


joins the KREX All-Star Team 


Score with service 
profits and better 
running cars. Go 
with the All-Star 
Team: KREX 
Graphite Super 
Lubricant, 
KREX Fuel Sys- 
tem Cleaner, 
KREX Diesel 
Fuel Condi- 
tioner and the 
team’s tough 
new rookie. 
DIESEL 
DOCTOR 
eliminates 
diesel fuel - SEE US AT 

slime and \ THE NADA SHOW 
sludge with its BOOTH #662 


Biobor fungi killer. 
KREX, Inc., 89 Lincolnwood, Highland Park, IL 60035 
Call toll free (800) 323-9038, in Illinois (312) 433-4450 


DISPLAY PLATFORMS SELL CARS 


Proven Results throughout the U.S.A. 


tm, 


ta 


aeearennemnensed 
=| Plymouth | 
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display platforms sell cars. 
Most of our dealers report selling 5-10 additional 
customers per month, pulled by their platform displays. 


A one time promotional investment which works for you 
24 hrs. a day: day after day: month after month! 


DELIVERY PREPAID ON INITIAL ORDER 
Continental U.S.A. 


CALL TODAY 


For Immediate Delivery 


916-966-4642 


NPS Inc. Equip Div. P.O. Box 1024 Orangevale, CA 95662 


For easy access to NADA member S& 
vices, use the following direct-dia 
telephone numbers. NADA busines? 
hours are 8:30 a.m. to 4:45 p.m., east ; 
ern time, Monday through Friday. FOF — 
services not listed, call (703) 82) — 


7000. 
NADA-Washington, DC 

(McLean, VA) 

Area Code 703 
Accounting 321-7173 
ATD g21-7117 
ATAM Relations 321-7070 
AUTOCAP 821-714 
Automobility Foundation g21-712 0 
Automotive Executive g21-715 9 
Communications 821 701 9 
Convention 21-71% 
Corporate Secretary g21-718 F 
Dealer Academy 821-721 
DEAC 391-7110 


Estate Planning 103 
Executive Vice-President 821-7 
Industry Analysis/ 


Dealership Operations g21-720) 
Industry Relations 21-70 
Legal 821-70", 
Legislative 821 _ i 
Media & Consumer Affairs Aa 
Management Education 821-72 13 
Membership a1 
NADA Newsletter g21-7! 23 
NADIT 217 
Public Relations 821-7 
Regulatory Affairs 821-7 8 
Retirement Trust 217 92 
Sales Trak 217g 
Services Corp. salt ‘ 
Service Systems 821-70 
Twenty Groups g21-7 90 


71 
Used Car Guide Co. 821 7 
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Nobody 


in the car care business 
works harder or smarter for 
these dealers than Carecraft. 


Mr. Thomas A. a sen Mr. Henr ry H. " — 
Knc bi ch Ol To Inc er mw As — 
sylv: sat Win 


to work 
with you, 


® —— POI 6 2 BIG 


Come visit us at NADA: Booths #782 & 784 


For further information, call: 


800-638-9674 


In Maryland, call 997-3300. In Canada, call 514-337-2427. 
Carecraft Industries, Ltd., 8125 Stayton Drive, Jessup, MD 20794 


Distributor Inquiries Welcomed. 


(For more information circle #17) 
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February 7 to 12. Automotive Parts and Acces- 

4 to 7. 67th Annual NADA Convention sories Association Winter Meeting, La 
& Exposition, Dallas Convention Cen- Costa, Carlsbad, CA 
ter, Dallas 8 to 12. Milwaukee International 
aman napiéabeieastell Salas 6 apie ; nl 


COWBOYS... 


There’s another winner coming to Dallas. The Manheim 
Auctions System. 


From coast-to-coast, and Canada, too, dealers win every 
week the Manheim Way. They know we're the best in the 
business at helping them maintain a balanced, hot-selling 
inventory, earn bigger profits and keep the cash flowing. 


And, when you stop by our booth, we’ll make you a win- 
ner all over again with prizes and surprises for everyone. 


See you there, Podner! 


BOOTH 717 NADA EXPO 


MANHEIM AUCTIONS, P.O. BOX 105356 
ATLANTA, GA 30348 


Auto Auctions at Manheim, PA « (N.A.D.E.) 
Bordentown, NJ ¢ (Butler) Gibsonia, PA « 

High Point, NC ¢ Kansas City, MO « Fresno, 
CA « (Metro) Milwaukee, WI « (Atlanta) Red 
Oak, GA ¢ Lakeland, FL ¢ Orlando, FL « 
Fredericksburg, VA ¢ (C.A.D.E.) Anaheim, CA 
e (Southwest) Phoenix, AZ ¢ Toronto, 
Ontario, Canada « (American) Walpole, MA 


(For more information circle #38) 


Auto Show, MECCA Convention Hall 
Milwaukee F 
8 to 12. Pittsburgh Auto Show, David 
Lawrence Convention Center, Pittsburg 
8 to 12. Tarrant County Auto Show: 
Tarrant County Convention Center, For 
Worth, TX 
11 to 15. RVIA Annual MeetiN& 
Posada Vallarta Hotel, Puerto Vallarta 
Mexico 
11 to 19. 76th Annual Chicago AU” 
Show, McCormick Place, ChicagO _, 
15 to 19. York Auto Show, York Fae 
Grounds, York, PA 
25 to 27. Automotive Service Industly 
Association National Convention, ye 
Regency, Chicago let 
27 to 29. Van Conversion De@™ 
Expo, Louisiana Superdome, NeW 
leans ani 
27 to March 2. SAE Internaliolt” 
Congress & Exposition, Cobo Hall, 
troit a 
28 to March 1. International ee 
motive Aftermarket Show, McCon™ 5: 
Place, Chicago 


) 
‘ 


March As 

6 to 8. Import Automotive P@” 
Show, Sheraton-Anaheim Hotel, ‘", 
heim, CA 


April 

6 to 13. Missouri Automobile pealet 
Association Convention, Riviera i ) 
Rancho Las Palmas, Las Vegas/P4 
Springs, CA r ack 

7 to 10. TRX-84: American ith 
Dealers Convention & Expos i 
Phoenix Convention Center, Ph? 
AZ 


ja 
8 to 10. Automobile Dealers Ass ; 
tion of North Dakota Convention, s 


ton Riverside Hotel, Minot, ND 


May pilé 
10 to 13. South Carolina Autom? 
& Truck Dealers Association ©° jand 
tion, Hyatt Hotel, Hilton Head !§ 

SC opilé 
12 to 16. North Carolina Auto™ cot 
Dealers Association Conventio™ "14, 
temporary Hotel, Walt Disney J 
Orlando, FL 


What - 
Prog hat da | 


erformance! You've played the starring role and made GM’s Continuous 


ecti ; , ; 
“tion Plan the No. 1 selling new vehicle service contract in America. So step into 


the spotlight and take a bow—you'’ve earned the applause. Bravo! 


. (For more information circle #33) 


TIME WAS, 
ALLA CAR DEALER HAD 
TO DOWAS SELL CARS. 
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Times have changed. 

Because today, selling only cars means missing out on big after- 
market profits. Which is why more and more new car dealers are i Mail to: The Protector Corporation 
offering The Protector. The first, and only, complete system of new C-1000 
car protection products. Im inois 6012 

The Protector lets you offer everything from rustproofing and ariel aps 30 
paint shield to cruise control and floor mats. Twelve quality products Inside Illinois 800-942-0102 
for total protection of that new car investment. 

But more than that, The Protector is a system. For your customers 
it's a name they know and trust. Backed by solid 0 DEALER 
warranties, the industry's only nationwide service C DISTRIBUTOR 
network and a toll-free hotline number. 

For you, The Protector means simplicity. One sales 
rep, One distributor, one training program. 

Make the most of this fast-growing market with the TELEPHONE 
best products and margins in 
the industry. With The Protector, 
you'll see times really have STATE — 7 
changed —for the better. ™ Dn a es es 


DON’T TREAT THE AFTERMARKET AS AN AFTERTHOUGE” 


wi 
(For more information circle #57) A fine line of automotive products brought to you by Audiovox Corp. and independent distributors world 
SEE US AT THE NADA SHOW—BOOTH 885 


ee te na 


Free Information 


Circle No. Advertiser Page No. 
40 Mitsubishi Motor Sales of America Inc. 113 
UTIVE : dnc : 


42 NADA Insurance Trust 104 
43 NADA Problem Solvers 80 
44 NADA Retirement Trust 99 
R S 45 NADA Sales Trak 98 
ea Pr S } V l es 46 NADA Service Systems 97 
he adverti 47 NADA 20Groups _ Yai 114 
listeq belo ee AOS IGE: CORES PCEIRS HERDED. Oe 48 National Auto Auction Association Inc. 108 
each a ati Circle number S appear at the bottom of 4g National Automotive Insurance & Service 
Shinn isement and “Showcase item. Just circle Agency Inc. 84 
Would ‘oe which correspond to the information you 50 National Coach Corp. 125 
i Ike to receive on the adjoining card. Then drop 5] Nationwide Ultra Seal Inc. 92 
d in the mail (we'll pay the postage). 52 New Profit Systems Inc. 116 
Oakleaf and Associates Inc. Vv 
; mRODUCTS & SERVICES as a 
. Ircle \ . 55 Paige-Ruane Inc. 100 
: pmenieet Page Ne, 56 Perfection Schwank Infra-Red 110 
ie shes US 57 Protector 120 
ae Dealer Services 12-13 5g ~——— Ridgeway Chemicals Inc. 133 
3 erican Hardware Mutual 1] 59 RVC Inc. 130 
4 — Honda 9 60 Saab-Scania of America 101 
5 A erican Pullman Coachbuilders Inc. Cover 3 Saginaw Steering , 
6 sal Sunroof Co. 16-77 61 Southern Auto Auction 132 
? An eh Warranty Corp. 17-20 62 Sports Achievements Association 126 
8 a. o American Auto Auctions Inc. 61 Sheek al Adesnatres Dil 96 
mo ; anta Auto Auction 132 63 Tech-Trans Inc. (Gerring) 111 
10 Udiovox Corp. 13] 64 Telegenix Inc. 93 
1] Autoleather Guild 86 65 Thermoguard Inc. 47 
12 automotive Sales Training Placement Service 94 66 Total Systems Technology Inc. 5] 
ie i od 67 Toyota Motor Sales USA 138 
( BMW of North arm = 99 68 Tricom ihrem Corp. 55 
od 69 United Dealer Group Inc. 21 
15 Bra ‘aan IS 70 Universal Underwriters Group Cover 2 
16 Br blenaey Auction se 71 Van Conversion Dealer Expo 103 
4 C ree 2Y Equipment Co. » 72 Volvo of America 134 
18 pratt Industries 117 73 Western Diversified Life Insurance Co. 127 
Ig aps Conversions 112 74 Wheeloravs - 
n ag a 75 Ziebart Corp. 90 
lef Automotive S stems 89 
| Clation Corp. of America fe SHOWCASE 
| 25 Display Data Corp. 106 81 NPS Inc. 135 
2g Pyatron Corp. 75 82 —_U.S.V.LP. Inc. 135 
27 E&G Classics Inc. 2 83 Schaferbarthold of North America Inc. 135 
28 " SCO Lighting Products Inc. 36 84 Sports Achievements Association 135 
29 oh American Warranty Corp. 136 85 Precision Controls Division of Dana Corp. 135 
P . 'ntAuto Auction i 6 All-Test Inc. 135 
3] Ord Extended Service Plan 62-63 87 The General Tire & Rubber Co. 135 
32 €neral Electric Credit Corp. 52 88 Motorola Inc., Communications Sector 135 
33 €neral Motors Acceptance Corp. 4 89 Executive Industries Inc. 137 
34 Continuous Protection Plan 119 90 Rockwood Inc. 137 
35 M-Dealer Equipment 56 9] Champion Home Builders Co. 137 
36 M-Motors Insurance Corp. 71-73 92 Coach Builders Ltd. 137 
rhea Ine. 116 =. 93 Elk Enterprises 137 
38 yd Andersen Companies (he) 94 Sterling Systems Ltd. 137 
3g anheim Auctions 118 95 Utilimaster Corp. 137 


azda Motors of America 124 96 Travel Master Vans Inc. 137 


MAZDA 626 SPORT COUPE. 


UNUSUAL PERFORMANCE, 
LUXURY, AND VALUE IN 
ONE GREAT ROAD CAR. 


The word got out fast. 
Motor Trend magazine named 
the all-new front-wheel-drive 


advanced 2-litre overhead cam 
engine that moves you from zero 
to 50 in 8 seconds flat. A years- 
ahead suspension system for 
exceptional handling. An interior 
spacious enough for five people. 
A 6-way adjustable driver's seat. 
A stunning list of standard 
features. 


Mazda 626 its 1983 Import 
Car of the Year. Car and i 
Driver said:’“The Mazda 626 
does everything well, and 
that makes it the standard 
of comparison in its class 
as far as we’re concerned” 
The public responded 


by making it one of the Normal: 


valve open 


MATIC mode, the front shocks 
stiffen above 50 mph for 
greater stability at cruising 
speed. SPORT, as the name 
Sport: implies, gives you firmer 
valve closed damping in all four shocks. 


Electronic Variable Shock 
ed Absorbers are controlled by 
° = buttons on the dash linked to 
a solenoid valve atop each 
shock, NORMAL setting pro- 
\ : vides a softer ride. In AUTO- 


most popular road cars 
ever introduced in America. 

And why not? The innovative 
626 gives you a lot to like. An 


EST. / mr) \ 
AN) | EST? 
41 tiv / (29 x 


car that permits you to experience 
something highly unusual. 

Namely, the performance and 
luxury you look for—at a price 
you hardly dared hope for. 


(For more information circle #39) 


1984 Mazda 626 Sport Coupe 


*8495° 


Standard features include 
5-speed overdrive transmission 
(3-speed automatic optional) 

* Steel-belted radial tires + Rack- 
and-pinion steering + Power- 
assisted front disc brakes +» Front 
and rear anti-sway bars Electric 
rear window defroster + 60/40 
split fold-down rear seatbacks 

* Full cut-pile carpeting + Quartz 
digital clock + Tilt steering wheel 
* Tachometer + Carpeted trunk. 


Experienced drivers buckle up. 


“EPA estimates fur comparison. Your mileage may vary with tnp 
length, speed and weather Highway mileage will probably be 
less. **Manufacturer's Suggested retail price. Actual price set by 
dealer. Taxes, license, freight, options (tires/al. wheels shown) 
and other dealer charges extra. Price may change without 
Notice. Availability of vehicles with specific features may vary. 


oe. 
mazDa 
THE MORE YOU LOOK, 
THE MORE YOU LIKE 


Landmark announces 
the finest retail financing package 
in the van business. Full 84 month 


non-recourse financing, exclusively with 


Allstate Financial Services. 
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HOLE 
NONE 


INSURANCE 


Gain recognition for offering 
appealing prizes (from $1,500) 
and be involved in community 
affairs and sporting events! 


You pay only our low insurance 
premium... at our risk! 


BOWLING, BASKETBALL AND 


FISHING PROMOTIONS ALSO 
AVAILABLE 


Call us direct for a FREE quote! 


SPORTS 
ACHIEVEMENTS 
ASSOCIATION 


1045 W. Katella, #102. Orange, CA 92667 


.(714) 771-5650 
(800) 421-8522 
(For more information circle #62) 


AN ELEGANT, 
INEXPENSIVE WAY 
TO SAY 


“THANK YOU” 


Pane Doe 


Personalized nameplates in 
satin-finish brass, silver finish, 
woodgrain or matte black 
metal — machine engraved in 
permanent black-filled script 


lettering, with an exquisite 
cloisonne jewelry logo and 
double-back tape for easy 

installation. 


— DISPLAY AVAILABLE — 


For further information 
contact 


CELEBRITY .. 
P.O. Box 1707, Placerville, CA 


95667 916/622-9387 
Outside CA 800/824-5168 Toll Free 


(For more information circle #20) 


Legal Briefs 


Antitrust Judgment Is Enforceable 


n a case of first impression, a U.S. 
bankruptcy court has ruled that an 
antitrust judgment is not a penalty. 
Therefore, treble damages are enforce 
able in a Chapter 11 bankruptcy pro- 
ceeding (In re American Federation of 
Television and Radio Artists, Nos. 82B 
12107-12110, B.C. S.D.N.Y., 9/16/83). 
The case involved a judgment against 
the American Federation of Television 
and Radio Artists. After the verdict was 
rendered and a motion to stay the judg- 
ment pending an appeal was denied, 
the Federation filed for reorganization 
under Chapter 11 of the federal bank- 
ruptcy code. In deciding the new issue, 
the court held that a valid judgment for 
statutory treble damages is not a penalty 
that Congress intended to exclude from 
Chapter 11 enforcement. The court de 
clared that the antitrust judgment would 
not prejudice innocent creditors in this 
case since the proposed plan of reor 
ganization will pay all creditors in fulls 


Future Profits Not Awardable 
The Robinson-Patman Act, an element 
of the antitrust laws, prohibits price dis- 
crimination. The act has recently been 
interpreted by the U.S. Supreme Court to 
not provide automatic damages upon a 
showing of price discrimination (J. 
Truett Payne Co. v. Chrysler Motors 
Corp., 451 U.S. 557, 1981). In a further 
refinement of the requirements for dam- 
ages recovery under the act, a U.S. dis- 
trict court holds that future profits are 
not a proper element of damages (Ste- 
vens v. Zenith Distributing Corp., No. 
78-04778-CV-W-6, W.D. Mo., 8/18/83). 
In the case, a distributor sued its 
manufacturer, Zenith, over alleged 
price discrimination. The distributor 
sought actual damages of $38,048 and 
damages for future profits amounting to 
an additional $1.4 million to cover the 
period after the distributorship was 
given up. The court examined the basis 
of recovery and concluded that the 
former distributor was suing on a con 
structive termination theory. The dam 
ages recovery would, therefore, have to 


relate to actual sales transactions, not 
anticipated future profits. The judge 
could find no price discrimination case 
law to support the lost future profits 
claim and declined to make new law. 
Therefore, the proof of damages would 
be limited to the period of time the dis. 
tributor was in business. = 


Agreement and Release Did Not 
Bar Relief for Future Violations 

In an important and _ potentially far- 
reaching decision, a U.S. district court 
holds that a settlement agreement and a 
release do not prohibit a dairy from 
suing for antitrust relief against a group 
of milk producers on conduct occurring 
after the effective date of the agreement 
and release (Oberweis Dairy Inc. y. As- 
sociated Milk Producers Inc., No. (2 
1404, N.D. Ill., 8/4/83). 

The dairy originally brought suit in 
1965 for damages and injunctive relief 
for alleged pooling agreements and 
conspiracies by the Pure Milk Associa- 
tion and others. The signed settlement 
agreement barred the dairy’s interfer. 
ence with milk marketing agreements 
while the release discharged the milk 
association from liabilities for all law- 
suits “in law or equity, which arise out 
of or refer or relate to, directly or indi- 
rectly, the facts, claims, or causes of ac- 
tion alleged” in the original suit. Then, 
in 1972, the dairy sued again for dam- 
ages and injunctive relief on the same 
facts. Each party moved for sumMary 
judgment. 

Analyzing the agreement and release 
the court declares that it undermines 
public policy to prohibit enforcement of 
the antitrust laws and that sucha Settle. 
ment agreement and release are “detrj- 
mental to competition and therefore the 
public good.” Because the agreement 
and release are unenforceable, the 
dairy’s motion for summary judgment is 
granted. 0 


This column is prepared by the Legal Group of the Nation »/ 
Ne 

Automobile Dealers Association. For further information or 

questions concerning the items appearing in this Column 


write: Legal Briefs, NADA Legal Group, 8400 Westpark 
Drive, McLean, VA 22102-3591. 


em 


— ee 


If You’re Looking For 
More F&l Profits, 
Look For Western Diversified 
At The NADA. 


WESTERN DIVERSIFIED 


Western Diversified Life Insurance Company 
P.O. Box 3017, Northbrook, Illinois 60062 
312-272-8300, Outside Illinois toll-Tree 800-323-5771. 


Westem 

| Diversified 
» Life Insurance 
» Company wd | 


This year at the NADA Convention, we at Western 
Diversified feel that we have an excellent opportunity. 
It’s an opportunity to discuss with you face-to-face the 


importance of a top quality F&/ program. The type of 
F&/ program we are providing for a growing number of 
successful dealers across the country. 


We welcome this opportunity, not only fo relate to you 
our successes, but to get input from you. 


Sure, it’s an opportunity for us. But it’s a great 

opportunity for you. 

Whatever It Takes... 

We Want To Be Your F&i Company 


Don't miss booth #289 at the NADA Convention 


(For more information circle #73) 


CARS & CONCEPTS SKYLITE’ T-ROO! 


mentite 


GM DEALERS —- COMPARE THESE FACTS AND 
YOULL NEVER ORDER FROM THE FACTORY AGAIN. 


C&C 


Fast, 3-day order turnaround that boosts sales. 
Increased profit margin due to floor plan cost savings. 
Handcrafted installation & service by local, factory-trained professionals. __ 
OEM quality with aftermarket availability. 
Glass panels that remove easily with single latch operation. 
| Original, glass-to-glass design featuring stamped steel frame.’ 
| Unique water management system. 
12 month, 12,000 mile limited warranty. 
Meets all applicable Federal Motor Vehicle Safety Standards. 


“Patented 


@ 
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APPLICATION 73-77-78 
CHEVROLET CAMARO 
PONTIAC FIREBIRD 

MONTE CARLO 
OLDSMOBILE CUTLASS 
BUICK REGAL 

GRAND PRIX 

FORD MUSTANG 

MERCURY CAPRI 


@ 
& 


é 


= ’ | han ome oe ~ ae 
ps f im sre | 
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LOOK FOR THE SIGN OF YOUR NEAREST CARS & CONCEPTS 6) 
AUTHORIZED DEALER. FOR LOCATIONS CALL 1-800/524-9753, auTHofen 
IN MI. 313/227-4400. pEAL 


CONCE 


a C&C Company at 
12500 E. GRAND RIVER AVENUE. BRIGHTON M 


CARS & pti 


CHEVROLET CAMARO (above) HURST OLDS (below) 


(For more information circle #19) 


Resusei 


* oe Delivery 


a about Resusci-Annes, CPR 
the Sn DCF is “Breathing Life into 
Most ee, (November 1983) was 
Your reade arming to read. Perhaps 
Nowing sy would also be interested in 
eliverin at One of your members is 
a Be llecs full of Resusci- 
tion of p € American Heart Associa- 
Michae! eee (photo, opposite). 
Otor 2 ner, president of Delaware 
Weethe es, has an annual February 
art Cadillac Sale, and $100 for 
Wort a sold is donated to this 
S0Ciation The American Heart As- 
Preciative Of Delaware is deeply ap- 
‘. of the generosity of your 
abou eg obviously care so much 
'r Community. 
Robert W. Cox, M.D. 
erican Heart Association 
Of Delaware 
Wilmington, DE 


falers 


Our art Against Drunk Driving 


icle On our Dealers Against 
I9g9 4 "ving program (December 
ge Simply great. It certainly put 
Seen * Into the light we like to be 
Membersh | would expect NADA’s 
Bh Ip to react positively. 
S again. 
Gerard N. Murphy 
Automotive Trade Association 
National Capital Area 
ethesda, MD 


RI 

oh Major Fighter 
We w, St Drunk Driving 

Cer “ant to thank you for the article con- 
Wecer Dealers Against Drunk Driving 
that pet 1983), but...we are upset 
Of .. the sidebar entitled, “What 
(Re he Doing,” you failed to list RID 
ga ee Intoxicated Drivers) in the or- 
Rains a active in America today 

T runk driving. 

Ca e are two large groups in Ameri- 
Maing, <4 of volunteers working 
Rip drunk driving. One of them is 
the list have our name not appear on 
tion ae to have the other organiza- 
Works ADD] prominently displayed... 
thous 4gainst the interests of all those 
Najj, 4s of volunteers who have origi- 
dry launched the revolution against 


driving in this nation. When they 


feel that their efforts are being...ignored 
by a prestigious publication such as Au- 
tomotive Executive, it dampens their 
enthusiasm for their work. 

Your cover story featuring Sec. 
Elizabeth Dole clearly states that RID 
and MADD are the organizations nota- 
ble for achievement in this nation 
against drunk driving. 

Doris Aiken 

RID-USA 

Schenectady, NY 
Editor’s note: Automotive Executive 
apologizes to RID for the oversight. Any- 
one wishing more information on RID 
can write to them at P.O. Box 520, 
Schnectady, NY 12301. 

We solicited information from or- 
ganizations with which NADA works 
closely. We are aware that there are 
many fine organizations such as RID 
that are fighting drunk driving, and we 
regret that we were unable to include 
them all in our listing. 


Advertiser Index Omission 
In the December 1983 issue of Automo- 
tive Executive you included a “complete 
listing” of 1983 display advertisers. 
However our company, which adver- 
tised in the August service department 
issue, was not listed. 

Lloyd Schiller 

Dealer Service Corp. 

Clemmons, NC 
Editor’s Note: We apologize to Dealer 
Service Corp. for not including them in 
our annual Advertiser Index. The omis- 
sion was due to a Clerical error. 


Information Please | 
Would anyone in your association have 
any information on an automobile 
called the “Kanzler Coupe”? It was man- 
ufactured by Newport Coachworks Inc. 
of California. Also, any information on 
the Ford British-made automobile | 
known as “Orion”? Thank you for your 
help. 

Joel H. Picus 

Shirley, NY 
Editor’s note: Anyone with any informa- 
tion on these cars can write to Mr. Picus 
at 46 Tipton Drive W., Shirley, NY 11967. 


Don’t Be a Dumb Cluck! 
I thought you might be interested in our 
recent billboard campaign promoting 
safety by encouraging people to buckle 
their child’s seat belt. The chicken and 
myself (photo, below) are noted for 
doing crazy things in our advertising 
and | felt this was a unique way to pro- 
mote safety through the use of seat 
belts. 

Tommy Gibbs 

Parkway Pontiac-Volvo 

Chesapeake, VA 


Don’t be a Dumb Cluck 
y Buckle that Child Up! 
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PROFIT CENTER PROGRAM? 


the program 


The profit center program is a 
program for automotive dealers to 
generate additional sales and profit 
dollars. The program links auto- 
motive type recreational vehicles 
manufactured by RVC of Goshen, 
Indiana, RVC’s marketing and 
support skills, and the marketing 
and selling skills of selected 
automotive dealers. 


Until now no company has been 
able to bring the necessary autc- 
motive type RV products and 
marketing programs together with 
sufficient skill to allow full utilization 
of auto dealers potentials. RVC has 
worked 2 years on the profit center 
concept. We feel it represents an 
outstanding opportunity for profit 
generation. 


The RVC program is a cooperational program. No one will ever 
know the automotive customer in a market better than a good 
auto dealer. This knowledge of the market coupled with RVC’s 
complete RV industry knowledge and product/market program 


the opportunity 


One in every eight American house- 
holds owns a recreational vehicle 
today. A basic distinction, however, 
exists between automotive recre- 
ational vehicles and towed vehicles. 


The automotive type customer is 
better educated, makes more money 
and uses his vehicle differently than 
the towed products customer. 


The opportunity is for automotive 
dealers to provide carefully 
positioned products to target 
audiences within their marketing 
area. RVC has extensive marketing 
data which when coupled with the 
dealers own market knowledge 
allows dealers to fully capitalize on 
their unique market needs and to 
then program sales accordingly. 


allows for a joining of forces that will generate meaningful profit 


as a result. 


RVC feels automotive dealers are uniquely positioned to capitalize 


on the growth in recreational vehicles we expect in the next 5 


years. We want to help make it happen. 


the products 


RVC manufactures 3 types of auto- 
motive recreational vehicles; Vans 
mini motor homes and class A Motor 
homes. 


We have carefully studied Product 
offerings and general consumer 
needs and determined a need for a 
3 tiered product/marketin 

approach in vans and minis and 
class A motor homes. By carrying a 
good, better, and best approach, a 
dealer can cover the entire market. 


Further, we have developed a 
production concept allowing the 
dealer to option the units in relation. 
ship with his market and further 
maximize profit potential, 


All RVC self-propelled vehicles are 
designed by people with automotive 
backgrounds who know the 
requirements for service and 
reliability in any automotive product. 


For legendary profits, be a Legend dealer. Stop by our displays at 
Dallas — Booth # L19 and New Orleans — Booth # 1334, and talk 
with Gil LaCosse, National Sales Manager, or write: 


RVC Inc. 
P.O. Box 709 


1701 Century Drive 
Goshen, IN 46526 
or better yet — call us at 1-219-534-2424 — and become a Legeng 


(dealer) in your area, TODAY. 


(For more information circle #59) 
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THE AUDIOVOX 
RIG 


How large is the auto accessories 
market? How strong? In talking to 
would-be prospects, we often point 
out that the reason we have a giant 
share of this huge, growing market, is 
because our program is high calibre 
and right on target. 


PRECISION ENGINEERING 
and FORESIGHT 


The SPS car stereo program available 
only from Audiovox offers GM, Ford, 


Chrysler, AMC and Import car dealers, 


authentic O.E.M. styling. 

More importantly, 1984’s technology is 
already a feature of every new 
Audiovox SPS and HI-COMP compo- 
nent. Audiovox has never ceased its 
quest to design and build car stereo 
equipment that is, quite simply, 
technologically ahead of Detroit. 
Every new SPS and HI-COMP receiver 
defies the conventions that result in 
the faddish products offered by the 
competition. 


We also manufacture our own installa- 


tion kits—over 300 variations are 
available. These are designed and 
tooled by Audiovox to ensure perfect 
fit and enduring high quality. 


UNIQUE WARRANTY 
and BETTER PROFITS 


Audiovox SPS offers competitive pric- 
ing with full profit margins for the 
dealer. A welcome practice in these 
sharply competitive times. 


GMJ-DGQ. . .Electronic tuning 
AM/FM stereo radio with auto 
reverse cassette, built-in 5 
band graphic equalizer and 
DNR noise reduction system 


SPS PROGRAM, 


HT ON TARGET 


Audiovox continues to be an oasis of 
consumer satisfaction because of our 
unique Lifetime Warranty. It's like no 

other car radio warranty in the world 


ENVIABLE DEALER NETWORK 


The Audiovox distribution network is 
the envy of its competitors. We have 


CP-DGC Electronic tuning AM/FM radio with 
auto-reverse cassette, Dolby® noise reduction 
high power 


FE-DGC Electronic tuning AM/FM stereo radio 
auto-reverse cassette, Dolby® noise reduction 
seek and scan 


HCC-1250 Hi-fi electronic tuning AM/FM 
multiplex radio with auto-reverse cassette 

system, Dolby® noise reduction and built-in 
power amp 


(For more information circle #9) 


over 500 distributors, factory branches 
in the U.S. and Canada 

Small wonder Audiovox often finds 
itself copied by other car radio com- 
panies. While some of their radios may 
look vaguely like an Audiovox—they're 
not engineered like an Audiovox. 


Audiovox SPS has the strongest brand 
recognition in the industry. That's why 
we're right on target with consumers 
and dealers. 

Our program works! 


Se 


Divisions of Audiovox Corp. 


WE DO MORE FOR YOUR BUSINESS 


ES 
The Protector, another high profit pro- 
duct line from Audiovox. A complete 
protection package for every new 

car. Here’s what it covers: Rust proof- 
ing shield. Interior fabric shield. Sound 
shield. Paint shield. Anti-theft systems 
Cruise control. Rear window defogger 
Sunroofs.Pass-thru windows, Custom 
carpet floor mats. Computer start. 


« 


Audiovox Corp 

150 Marcus Blvd. Hauppauge, NY 11788 
Tel: (516) 231-7750 

“Dolby® is a registered trademark of Dolby 
Laboratories, Inc 


c. 1983 Audiovox Corp 


Interestin New 
U.S.Savings Bonds 


is growing daily 
at Singer 

P ree 
in Stamford. BRASHER’S AUTO AUCTIONS 1 a 
full-service auto auctions . . . Ca 

reconditioning & company eel 

Market Place transports. We welcome dealef, _ 

Winnifred Russell of the Northeast and lease business. Member NAAA 


“They're great. My payroll P NAFA. F 
deductions are convenient and Since 1947 Salt Lake. Sale every wednesd?t 
b long-term investments ae : ' : ; 

without rig” Featuring: A Full Service Auction 11:00 a.m. 460 Orange St. oF P.O 


°6 Lanes * Modern Facilities 16025, Salt Lake City, UT 84104. 
¢ Meaningful Guarantees phone: (801) 973-8715. 4 
¢ Special Sales for Manufacturers Sacramento. Sale every Tues44 


and Lease Companies 11:00 a.m. 4300 West Capitdl Ave: ee 
203-623-2617 for information 150: 


al 


SOUTHERN Box 405, West Sacramento, CA J: 
ow Telephone: (916) 371-4300. a 
oan Southern California. 5 Beet 
EAST WINDSOR. CT 06088 J Thursday at 11:00 a.m. 10700 % 
Ave., P.O. Box 870, Fontana, A 
Telephone: (714) 822-2261. 


Concord Auto Auction 
Hosmer St. off Rt 2, Acton, MA 01720 
617 263-8300 


4 
LANES 


700-800 | 
CARS AUCTIONED y I 
EVERY WEDNESDAY 11 


Our 31st Year | 


Friday is Concord 


Over 1,000 cars on Friday 
Guaranteed Checks and Titles 
Limo Service to and from Airport 


Buy and Sell with Complete 
confidence 

New Expanded Facilities 
Guaranteed Titles 

Auction Checks 
SERVING Cab fare paid from Airport 
DEALERS Truck fleet for Quick Pick-up | 


AND FLEETS and Delivery 
SINCE 1957 


| — FLINT 
Pennsylvania Auto Dealers’ Exchange, Inc. 
ors! ANT AUCTION 


PHONE (717) 266-6611 3711 WESTERN RD. 


FLINT, MICHIGAN = 
NEW fre 
VARIABLE RATE BONDS PHONE (31 3) 736-27 


MAKE IT A 
< THE MARKETPLACE PATRONIZED 


SMART ° Take (Se 
BY MORE FRANCHISED DEALERS 
Col Red” Oak SALE EVERY THURSDAY 


in America. 
ss 10:00 A.M. 
ma 0) 


: Airport Service 
ek 


n Atlanta Auto Auction 


SEZ 4900 Buttington Rd . Red Oak. Ga 30272 + (404) 762-9211 


Terence J. Saunders 

| buy U.S. Savings Bonds 
because | wish to invest in 
America’s future 


AC 
Counc A Public Service of This Publication 


Director of Sales 

Department of the Treasury 

U.S. Savings Bonds Division 

Washington, D.C. 20226 

Yes, please send. me Free information about the Payroll 
Savings Plan 


Name 


Position 


Company 


Address ence 


| Sea aaea Zip 
—— eee eee ee —_—_————— a eee ee meee 


DEALER'S CHOICE 


math TekTor holding all the aces, after- The choice is yours... a fast shuffle, or the 
“Da net profits are a sure bet. TekTors proven profitability of one of the nations 
Qualit 4nd includes the highest oldest and largest automotive profit 
Pr ect emotive Appearance R partners, TekTor. 
Only g,0" System and the 

the j "sible product warranty 
TekTo dustry. The kicker... 
devon. offers services that go far 
Out-o¢.. {Ne “drop-off then drop- 
Of of, 9Nt” distribution systems 


€r automoti 
OMPanias Otive protection 


Why gamble? For higher profits 
and better automotive protection, 
we’ve got’cha covered! 


Ou 
YOur gauthorized TekTor Distributor will train 
You} 4'es and service staff while showing : s 
W to maximize profits on every car sold. Syren ser oe poe 
.O. Box 340, Catawba, 


For more information, call us toll-free at 800/438-3339 (In NC: 800/222-2171) 


(For more information circle #58) 


EVERY VOLVO 
COMES STANDARD 
WITH ONE 
OUTSTANDING 
~ FEATURE. 


— 
‘a 


AVOLVO DEALER. ~ 


This year, people are buying Volvos in record numbers. 

One of the reasons is the people selling them. Our Volvo Dealers. 

Their knowledge, professionalism and dedication have helped to 
make Volvo the best-selling European import in the U.S., and the : 
Volvo buyer one of the most satisfied customers anywhere. 

Which is why we like to think of them as the “Class of 84” 

So why not visit a showroom and see for yourself all the out- 
standing features this year’s Volvo has to offer. Including the one 
standing outside the car. 


VOLVO 


(For more information circle #72) 


©1943 Volvo of Americn Corporation 


New Profit Systems Inc. (NPS) has re- 
cently made its pivot vehicle display 
platform available on a nationwide 
basis. According to the manufacturer, 
the display platform increases cus- 
tomer traffic, draws attention to the 
dealership’s inventory and provides 24- 
hour-a-day exposure. An innovative 
pivot design allows the platform to tilt, 
forming its own approach ramp. Man- 


ufacturer: NPS Inc., Orangevale, CA. & 
(For more information circle #81) 


U.S.V.I.P. is introducing its United 
States Vehicle Identification Pro- 
gram (USVIP) as a deterrent to car theft. 
With the program, a vehicle’s identifica- 
tion number (VIN) can be permanently 
ground into its window glass, head- 
lights, tail lights and selected metal 
body parts and trim. According to the 
company, this permanent number is vir- 
tually tamper-proof. The program, by 
using the VIN number, ties into the 
motor vehicle registration system and 
the National Crime Information Center 
computer network. A complete USVIP 
package is now available to dealers that 
includes all necessary equipment, 


supplies, instructions and promotional 
literature. Manufacturer: U.S.V.I.P. Inc., 


Matteson, IL. rt 
(For more information circle #82) 


Schaferbarthold of North America is of- 
fering a full line of products designed to 
provide vehicle interior protection 
during service operations. Available are 
plastic seat protectors, synthetic steer- 
ing wheel protectors and disposable 
floor mats. Manufacturer: Schaferbart- 
hold of North America Inc., Torrance, 


CA. id 
(For more information circle #83) 


Two new promotions are available 
from Sports Achievements: “basketball” 
and “Social Security matchup.” The 
company says it has paid more than 
$500,000 in total claims. In addition to 
hole-in-one prizes, it has insured “300” 
games at bowling leagues and tourna- 
ments, fishing contests and other 
events. Manufacturer: Sports Achieve- 


ments Association, Orange, CA. a 
(For more information circle #84) 


A new product that combines the fea- 
tures of a cruise control with an anti- 
theft device has been introduced by 
the Precision Controls Division of Dana 
Corp. According to the manufacturer, 
the product combines a technologically 
advanced cruise control with the secu- 
rity of a state-of-the-art anti-theft system. 
The product comes with a keyboard of 
numbers to allow owners to program a 
personal 5-digit code. Manufacturer: 
Precision Controls Division of Dana 


Corp., Laurinburg, NC. a 
(For more information circle #85) 


All-Test Inc. says that its new mag tim- 
ing tester, which provides precision 
timing for maximum performance and 
fuel economy on late model cars, is 
much easier to use than a timing light, 
can get the job done in one-third the 
time and leaves both hands free to 
work. Manufacturer: All-Test  Inc., 


Palatine, IL. E 
(For more information circle #86) 


The General Tire & Rubber Co. is intro- 
ducing two new truck tires—the 
Ameri*LPR and the Ameri*LP, built in a 
low-profile radial construction that the 
manufacturer says offers truckers im- 
proved fuel economy, increased tread- 
wear, bigger payloads and lower excise 
tax. The Ameri*LPR is a steering axle 
tire with the Ameri*LP its drive-wheel 
companion. Both tires are lighter than 
comparable conventional radial truck 
tires and are available in two popular 
sizes. Manufacturer: The General Tire & 
Rubber Co., Akron, OH. » 


(For more information circle #87) 


Motorola Inc.’s Communications Sector 
is introducing its new compact, desk- 
top page entry terminal, which the 
company says Offers users many con- 
venience features in a small package. 
The unit provides automated pages 
(message or tone alert), automatically 
delivering paging information via a tele- 
phone system to a paging central ex- 
change. Manufacturer: Motorola Inc., 
Communications Sector, Schaumburg, 
IL. 


(For more information circle #88) _ 


Information and photographs of products listed in “Show 
case” have been provided via manufacturer's press releases 

A product's appearance in this column in no way implies en 

dorsement by either NADA, the NADA Services Corp., or Au- 
tomotive Executive 
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Profitability 
and Strength 


THAT’S WHAT YOU GET WHEN YOU 
FLY WITH THE FIRST AMERICAN EAGLE, 


Dealers nationwide have achieved greater 
profitability with First American Warranty 
extended service contracts. Investment 
income and payment on earned-out con- 
tracts can become a real profit center for 
your dealership when you fly with the First 
American Eagle. 


First American dealerships have the re- 
sources of the strongest products and 
competitive pricing backed by the oldest 
and strongest independent service con- 
tract organization in the industry. 


TAYLOR-COULSON CHEVROLET, KANSAS CITY, MO. 


“Here at Taylor-Coulson, we consider our First American 
Warranty program the dealership’s ‘7th Profit Center, ” Says 
Rich Coulson, General Manager. 


“Our extended service contract penetration has increas 
greatly with First American, and our retro and investment 
income checks just keep getting bigger.” 


“Our customers are excited because of the flexibility of oun 
First American Warranty programs. And to our knowleg e 
First American has the only extended service CONtract 
programs that work hand-in-hand with General Motors” 
Consumer Protection Plan.” 


P rofitability and Strength. In our opinion, “With First American Warranty you get much more than 
First American Warranty Corporation is profitability and strength. We’ve found First American's 
the Strongest Bird in the Field,” Rich entire organization is behind us—claims, training, sup oul 
Coulson, General Manager, Taylor-Coulson = anq management—And that means alot to our dealers}; e 
Chevrolet, Kansas City, Missouri. and customers. First American gives us added credibility” 
And that means added sales! { 


Visit us at booth 169 at the NADA Convention in Dalla. Tel 


3100 Broadway, Kansas City, Missouri 64111 816-531-7668 (Missouri) 800-821-5546 (All other states) 
(For more information circle #28) 


Executive Industries Inc. is introducing 
its all-new 1984 motorhome line. Ac- 
cording to the company, the luxury 
coaches have been extensively rede- 
signed and refined with no less than 60 
standard product improvements. Some 
of the major changes include automo- 
tive finish fiberglass sidewalls, a more 
aerodynamic design with new grill and 
bumper, a streamlined dometic split 
air-conditioning system and rear-view 
closed circuit TV. Manufacturer: Execu- 


tive Industries Inc., Anaheim, CA. ia 
(For more information circle #89) 


According to Rockwood Inc., its 1984 
line of mini-motorhomes incorpo- 
rates luxury and quality into an 
economically priced vehicle. Nine 
models are available, on either a Chev- 
rolet or Ford chassis, and come stan- 
dard with air conditioning, cruise con- 
trol, tilt wheel, power steering and 
brakes and other features usually only 
offered as options. Manufacturer: 


Rockwood Inc., Millersburg, IN. % 
(For more information circle #90) 


PIC PERS 


and_ exteriors 


Redesigned interiors 
mark Champion’s new 1984 line of full- 
size motorhomes. The vehicles now 
come in a new color scheme, with 
larger windows, more storage compart- 
ments, a padded instrument panel and 
luxurious carpeting and upholstery. 
Manufacturer: Champion Home Build- 


ers Co., Dryden, MI. - 
(For more information circle #91) 


Coach Builders Ltd. is introducing con- 
vertible conversions of the 1984 Lin- 
coln Mark VII and 4-door Cadillac 
Seville models. These convertibles fol- 
low CBL’s introduction of the Jaguar XJS 
and BMW 633 convertibles in 1983 and 
the Mercedes-Benz 380 SEC convertible 
conversions in 1982. Manufacturer: 


Coach Builders Ltd., High Springs, FL.a 
(For more information circle #92) 


A redesigned line of mini-motor- 
homes for 1984 has been announced 
by Elk Enterprises. The popular 23-foot 
length is offered in two floorplans, with 
coordinated interior decorations and 
select convenience features. The ex- 
terior is enhanced by the use of a spe- 
cial scratch-resistant metal siding. Man- 


ufacturer: Elk Enterprises, Elkhart, IN. @ 
(For more information circle #93) 


To bring a new concept to van conver- 
sions, Sterling Systems Ltd. is adding 
an exterior rear trunk on its GMC and 
Chevy conversion units. The new trunk 
unit includes an extended bumper and 
shroud cover, and is attached to the 


right-hand door. The spare tire is 
mounted on the driver’s side, and 
covered by a fiberglass wheel cover 
with spoked decoration. The manufac- 
turer says the interior includes elegant 
styling and features. Manufacturer: 


Sterling Systems Ltd., Union, MI. a 
(For more information circle #94) 


Utilimaster Corp. has recently released 
its 1984 Aviator van conversion line. 
The line features a choice of five paint 
designs and five window packages, 
which can be customized. They are 
available with Ford, Chevrolet, GMC or 
Dodge chassis. Interiors offer six color 
schemes, deluxe captains chairs, indi- 
rect lighting, thick pile carpeting and an 
AM/FM stereo cassette system. A wide 
assortment of options is also available. 
Manufacturer: Utilimaster Corp., 


Wakarusa, IN. zB 
(For more information circle #95) 


Travel Master Vans Inc. is introducing 
two new lines of luxury upfitted vans. 
The vans offer distinctive exterior paint 
colors and designs, flex-steel seating, a 
full complement of customer equip- 
ment and solid red oak wood crafted 
into consoles and used as door trim. 
Manufacturer: Travel Master Vans Inc.., 


Arlington, TX. CJ 
(For more information circle #96) 


April's Special Showcase features showroom items. Please 
send release and a black and white glossy photograph of 
your product for consideration to: Joan Rubin, showcase 
editor, Automotive Executive, 8400 Westpark Drive, 
McLean, VA 22102-3593. Materials must be received by 
February 24 
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© 1983 Toyota Motor Sales, US.A., inc 


The Toyota Supra. A sleek 
and powerful driving machine. 
Smoldering beauty. Scorching per- 
formance. An automotive legend 
in just three years. How does a car 
earn such a glowing reputation? 
The answer begins under the 
hood, the heart of every perform- 
ance car. For 1984, the 5-speed 
Supra has been refined, squeez- 
ing 10 more horsepower out of its 
already hot engine. The compres- 
sion ratio was raised, the 

QC, intake mani- 
@, > fold enlarg- 


f ing and the ex- 
of™ haust system 
streamlined. As a result, the elec- 
tronically fuel injected 2.8 litre 
Twin-Cam six propels Supra from 
0-60 in less than 8.6 seconds. 
In the handling department, 


standard features like indepen- 
dent rear suspension, MacPherson 
struts, variable assist power rack- 
and-pinion steering, and wide 

y 225/60 HR1I4 
“_ radial tires 
_on 14”x7" 
- alumi- 


— 


\/ 
ae , he wheels, 
give Supra superb cornering and 
precise control. A new front air dam 
was added to channel the wind for 
less resistance and even better 
road holding. 

Inside the Supra, uncompro- 
mising attention has been paid to 
create the ultimate high perform- 
ance environment. The Supra’s 
now famous 8-way adjustable sport 
seat won't take a back seat to any- 
body elses. In a review of the ten 
best automotive features, Car and 
Driver Magazine rated the Supra 


THE NEW 1984 SUPRA. 


CHARIOT OF FIRE. 


HOT! | 


(For more information circle #67) 


numalloy| ment system to movable thig 


OH WHATA FEELING’ 


TOYOTA 


: si- 
drivers seat as the best in the wi 
ness.* The driver's seat has a W! 
variety of adjustments from 4 


- . + ict- 
unique pneumatic lumbar adjus 


h sup” 

port and side bolsters. The dash 

_ has every button 

knob and switch 
‘ 


\ - 


within easy reach. tb 
The 1984 Toyota Supra. SUP 
performance and stunning beauty | 
The right stuff to make a cara lee 
* Car and Driver Magazine, January 1983 
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BUCKLE UP—ITS A GOOD FEEU! 


| 


oO 


| FORMAL REAR WINDOW 
(MAL RE INDOW 
: A women tne ANTENNA 


f OFT 
Ry 
Diy; DER 


3 CUSTOM 
DESIGNED 
INTERIORS 


SEE US AT THE , > 
N.Y. AUTO SHOW 


BOOTH #105 


CONVERSION ON: 
CADILLAC _ LINCOLN 


THER FINE GM PRODUCTS 


ARAILABLE IN 460 TOURING LIMOUSINE 


D 360 SALOON LIMOUSINE 


Or ; : 
© further information please contact: 


©n Boyar, Bob Jones or Harold Sky 
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PROSPECT 
CONTROL 


CUSTOMER 
FOLLOW-UP 


CREDIT 
BUREAU 
ACCESS 


SALES 
MANAGEMENT 


LEASING 


FINANCE 
& 
INSURANCE 


Did you know that Oakleaf can provide you with all your 
in-house computer needs? Sales office to business office, Oak- 
leaf gives you cost-effective microcomputing... from the 
originator of microcomputing for automotive dealerships. 


Today you can choose any or all of the programs mentioned 
above on the Oakleaf family tree of systems. 


For the front office, you get the branch of Oakleaf programs 
we call ARMS...Automotive Retail Management System. 
Much more than F&I, you also get sales, inventory and pros- 
pect management systems that can dramatically increase the 
way you make profits. 


Get Oakleaf’s Dealer Installed Options program, and you 
can add or change options right up to the end of the deal with 
just one entry—and get an automatically recomputed gross 
and profits-in-deal figure. 

There is much more to the ARMS of Oakleaf...but don’t 
forget that there is also a complete Business Management 
System for you from Oakleaf, including accounting, payroll 
ee parts inventory control system that manages your in- 


(For more information circle #53) 


The Oakleaf Family of Systems 


(We’re not just F&l) 


SERVICE 


LETTER 
FOLLOW-UP 


WRITER 


VEHICLE 


MANAGEMENT ACCOUNTING 


che 


eve” 
vestment much better while decreasing lost mere ue 
thing you need for your business office, at a price 
afford. od cP 
Oakleaf is more than just good F&I. It is a Be ume 
effective computer system for your entire dealershipP.- 0 


Qu 


‘nst 
and planned non-obsolescence, you will have an ins 


that is automatically programmed to expand with t 
needs of your dealership. 


incre g) 
To find out more about the many ways Oakleaf can tio 
efficiency in all your departments, call Ruth Larson, ~" gle 


; . a, 
Marketing Department, (800) 423-3681, or in Califor” 
993-1223 collect. 


| 


oakle 


l 
/ . gis 
19737 Nordhoff Place, Chatsworth, Californ!# 


